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The Indianapolis Star 


Leads in Financial Classified 


Advertising 





In December, 1904, The Indianapolis Star 
carried 4,275 lines of financial classified ad- 
vertising more than its nearest competitor. 


"Statement of Financial Classified Advertising in 
Indianapolis Papers for December, 1904 


Star - - 17,335 lines 


PUN isos ouind on saicesaeNew eens 13.060 lines 
MES eee Ce che 4,516 lines 
LET OY COCR OOOO Ce 2,630 lines 


In 1904 The Star’s Increase in Cassified Advertising 
was 244 percent. InJanuary, 1904, The Star printed 
29,000 lines of Classified Advertising. In Decem- 
ber, 1904, 70,812 lines, or a gain of 43,812 lines. 


$17,600,000,00 is the annual pay-roll of Indianapolis, Terre 
Haute and Muncie Are you receiving your share? If 
not, why not? The Star League Newspapers, with more 
than 140,000 daily circulation, will help you do it. 








The Star League, Star Building, Indianapolis, Ind. 
Cc. J. BILLSON, Manager Foreign Advertising 
Boyce Building, Chicag:. Tribune Building, New York 
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does well to study the three sets of small advertise- 
ments appearing in every issue of PRinTERS’ INK 
under the three distinctive headings: 


A Roll of Honor 


THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 





























c ©) GOLD MARK PAPERS(® oF 





Examination reveals the fact that every paper 
announced under either of the above captions is 
one of peculiar value: that to gain admission in 
the Roll of Honor or the Gold Mark List it is 
necessary that the paper shall be possessed of a 
specified distinction that costs nothing but that 
money cannot buy. 

In some instances a paper may be entitled to a 
position in two of the lists. Such a paper must, of 
necessity, be of peculiar value. What, then, shall 
be said of a paper that is entitled to mention under 
all of the three headings ? 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell. 
THIRD PAPER, 


In the office of the Boston Post 
I was not long in coming to .«..e 
conclusion that the value of ad- 
vertising space was largely in- 
fluenced by circumstances and con- 
ditions, some of which were diffi- 
cult to understand. The basis of 
charge was the “square.” Origin- 
ally, doubtless, that word meant a 
space down the column equal to 
the width thereof, but, when small- 
er type came to be used in the 
setting of advertisements, the num- 
ber of lines that had filled the 
space was still construed to be a 
proper equivalent for the square, 
and by and by a still smaller num- 
ber of lines was adopted; until 
the square at last became an arbi- 
trary measure, differing in each 
office, and having a range of any- 
where between four and thirty-two 
lines. In the office of the Post a 
square was eight lines, and the 
cost of insertion one dollar for 
the first and fifty cents for each 
subsequent appearance. If adver- 
tisements were frequent or con- 
tinued, a discount was allowed 
varying from Io to 50 per cent ac- 
cording as the gross total ranged 
between $10 and $100 within a 
period of three months. A gross 
bill of $100 might be reduced one- 
half and settled for $50 but a gross 
bill of $90 carried with it a right 
to no more than 331-3 per cent 
discount and, therefore, could not 
be liquidated for less than $60. 
Sometimes an advertiser would ask 
how much he must advertise to 
secure 100 per cent discount, but 
such inquiries were treated as friv- 
olous. Once there was a lawsuit 
with a publisher who offered $50 
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in settlement of a gross bill of $97.50, 
while the office insisted upon re- 
ceiving $65, and this contention 
the Court upheld. I was a witness 
in the case and, on taking my seat 
after leaving the stand, the defend- 
ant asked me, in a low tone, 
whether I had ever read the story 
of Ananias, and appeared too dis- 
gusted for anything when I told 
him I never had, and asked him 
who published it, and if it was 
good. I found it not customary 
to take off anv discount from an 
advertising bill unless a discount 
was asked for. Sometimes after 
the money had been paid and the 
bill receipted, the belated inquiry 
about a discount would be made. 
The question was embarrassing at 
such a moment, but in such a case 
there was never any discount. 

There were certain classes, such 
as Wants, To Lets, Copartnership 
and Legal advertisements, upon 
which no discount was ever allow- 
ed, and the same rule applied to 
announcements under the heading 
of Special Notices or a certain 
other caption, specified as Busi- 
ness Notices, that contained para- 
graphs set in reading matter type 
and charged for at twenty cents 
a line. The same rule of-no dis- 
count also applied to any charge 
for rea] reading matter, for which 
fifty cents a line was demanded if 
it was to be paid for at all. 

In addition to the scale of dis- 
counts outlined there was an es- 
tablished yearly rate under which 
a merchant might use the space of 
a square for $40 per annum or, 
if to the inquiry whether “inside” 
insertions were wanted, the answer 
should be affirmative, the price 
would in that case be $80 or about 
the equivalent of fifty per cent re- 
duction from the gross rate 
charged at fifty cents a square for 
all insertions after the first. 

I never could perceive that there 
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was any special difference in the 
position actually given whether the 
advertiser paid $40 or $80. There 
was a usage that assumed that the 
paper might omit yearly advertise- 
ments, in the case of an occasional 
press of matter, and, as an offset 
to this concession, the yearly ad- 
vertiser might, on occasion, occupy 
space in excess of one square with- 
out paying additional. From this 
the transition was easy to now 
and then using over space, which 
at times, in the case of some cus- 
tomers, would run up to more than 
half-a-dozen squares. I recall one 
case of a real estate man who, on 
such a contract, at $40 a year, used 
to run in a picture of his office 
building, occupying five inches of 
space down the column. And yet 
the paper was pretty stiff and held 
customers rather firmly to the 
letter of a contract. I was able to 
make excellent use of the possi- 
bilities under a flexible rate, on an 
occasion, when I negotiated a con- 
tract with Mr. Lewis Rice, pro- 
prietor of the American House, by 
which he gave me board and room 
for a year at $416 and the office 
having the case of the rea] estate 
man brought un as a precedent, 
allowed me to balance the charge 
by a cash payment of $40. 

The interest of all this is mainly 
in the establishment of the fact 
that advertising space had at that 
time no recognized measure or 
standard of value. Practically, 
within certain limits, it amounted 
to getting as much as possible and 
taking what one could get; and 
my memory does not remind me 
that those who paid a low price for 
a large space were, as a rule, any 
better satisfied than those were 
who paid a higher price for a 
smaller space. Then as now the 
idea that “advertising always pays” 
was promulgated and the assertion 
was made then as frequently as 
now, and is now made as frequent- 
ly as then, that advertising does 
not amount to anything and is a 
waste of money. 

I think the hotel incident il- 
lustrates that people will often 
make trades that are payable in 
swaps and exchanges when they 
would not for a moment think of 
paying for the thing obtained the 


actual money cost to them of the 
thing to be given in exchange. 

The inconsistencies revealed by 
the methods of charging outlined, 
are not more apparent than real, 
but they were no greater than is 
common to-day in a great major- 
ity of newspaper offices. Almost 
every man connected with the busi- 
ness office of a newspaper acquires 
a habit of speaking of this custom- 
er and that as “willing to pay a 
fair price” or “never willing to pay 
a fair price,” seemingly oblivious 
of the fact that no such question 
would arise were the rates uni- 
formly the same to everyone. It is 
only a first-rate paper that can af- 
ford to have a uniform rate of 
charge but not every first-class 
paper, by any means, does have 
such a rate. 

The New York Herald, at the 
present time (1905), will insert a 
three line Situation Wanted ad- 
vertisement for a servant. maid for 
fifteen cents, but will demand thirty 
cents from her mistress for the 
same number of words expressing 
that a servant is wanted. If the 
mistress should advertise under the 
heading of Personals, for informa- 
tion about an old servant, the 
charge for those lines would be 
ninety cents. If the master, a 
widower, should wish the address 
of an old servant. and state matri- 
mony as his object, the clerk at 
the Herald’s advertising counter 
will mulct him of $3 for three 
lines or precisely twenty times 
as much as he would demand from 
the missing maid if she should 
advertise for a situation. Evident- 
ly it is not the space he occupies 
that an advertiser pays for, but an 
indefinite something the exact 
value of which neither the man 
who buys nor the man who sells 
quite understands. 

Advertising is publicity, a means 
of causing it to be known what 
service you or I can render, what 
wants we can satisfy; and the 
reasons why that service should be 
sought at our hands. Sometimes 
a little publicity brings many cus- 
tomers and in that case advertising 
pays and pays well. An advertise- 
ment of a piano, inserted in the 
bulletin of a church fair, may cost 
a dollar or two, and its probable 

(Continued on page 6.) 
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TALK TO PEOPLE °.- 


generally find 


people who buy 

| N T H FE | R things in the most 
receptive mood in the 

surroundings of home and 


family — especially at evening, 
when there is leisure and inclination 


for reading. Experienced advertisers 

know this and advertise to reach the people in 
their Aomes in Minneapolis, Montreal, Baltimore, 
Washington and Indianapolis, through the following 
high-grade ome evening newspapers: 
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THE The Minneapolis Journal is the great 
home paper of Minneapolis, and carries 
MINN EAPOLIS more foreign and local oe than any 


JOURNAL other paper in the great Northwest. 













































Largest THE The great home paper of Mon- 
English treal. Carries more advertising 
rn ‘hn MONTREAL than all other menue (English) 
Montreal. STAR papers combined. 

The circuiation of THE . The high-grade 
he News in Balti- h yeni 
more is larger than | BALTIMORE | cf batimore, ‘Read 
any other paper. NEWS by the buying classes. 














The Evening Star has by THE Reaches 
f the largest and best the 1 
scasiiea . the District of WASHINGTON in oul 
Columbia. STAR homes. 
The Indianapolis News leads in Indian- THE 
apolis. Leads in circulation, advertising and 
results. The leading home paper of Indiana. — 


Circulation over 74,000 daily. 























DAN A. CARROLL 
Special Representative 


Tribune Building W. Y. PERRY, Tribune Building 
New York (Mgr. Chicago Office) Chicago 
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power to do good, as compared 
with other methods of publicity, 
may not be worth so many cents, 
but it may chance that the adver- 
tisement is seen by a girl whose 
father has promised to buy her a 
piano, while she is in the company 
of another girl whose opinion she 
values, and they both happen to 
notice the piano advertisement, 
and the other girl to remark that 
her own piano is of that make, and 
that she thinks it the best of all. 
Next day, it may be, the gir] and 
the father visit the piano store, 
mention seeing the advertisement 
in the church fair bulletin and the 
dealer pockets a profit of $100 from 
an outlay of an_ inconsiderable 
fraction of that amount. He im- 
mediately concludes that adver- 
tising is profitable, and that church 
fair bulletins, as advertising media, 
cannot be surpassed. So, too, now 
and then some one invests a dol- 
lar or several dollars in the pur- 
chase of a lottery ticket and draws 
the grand prize or a portion of it, 
and then he and those who knew 
of his venture, are inclined, for 
a while at least, to think a lottery 
a paying investment, although 
knowing full well that all the 
prizes do not amount to so much 
as one-half of the money paid for 
tickets. . 

It is the lottery feature about 
advertising that leads inexperi- 
enced persons to think the value of 
one paper about as great as that 
of any other, and to be willing to 
pay say $5 each, for the service of 
twenty small papers, when they 
would hesitate long before consent- 
ing to pay $50 for a similar an- 
nouncement in a single great paper 
that they know full well not only 
prints and circulates more copies 
than all the twenty, but know just 
as well that the average purchasing 
power of each reader of the great 
paper is more than twice that of 
the average purchasing power of 
each of the readers of the many 
smaller ones, and that the influence 
of the great paper is much larger 
on each of its readers. The science 
of advertising is still a puzzle, and 
those who give advice about it with 
greatest confidence are always to 
be found in the ranks of those 
whose experience is but moderate. 





More publishers’ adver- 
tising appears in The 


Chicage 
Record- Heral 


than in any other news- 
paper in the entire West. 














The 
Toronto Star 


has advanced its rate (because of 
the increase in circulation) three 
times in four years, and still pub- 
lishes more general advertising 
than any other paper in the city. 

It is the one daily which holds 
its advertisers for the reason that 
it gives results. 


December Average 


35,294 Net 


All foreign advertising should 
be addressed to 


THE STAR 


Toronto, - - Canada 
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SOME INTERESTING CLAIMS 
AND COMPARISONS. 


THE CHICAGO “AMERICAN” VERSUS 
THE CHICAGO “DAILY NEWS.” 


In a recent issue of Hearst’s 
Chicago American were repeated 
assertions regarding the circula- 
tion of that paper that have been 
frequently made to advertisers. 
None of these assertions, so far as 
PRINTERS’ INK knows, have ever 
been substantiated. 

The contention of the Chicago 
American is that it has a larger 
circulation than the Chicago Datly 
News, and with the customary 
braggadocio that characterizes cir- 
culation assertions emanating from 
this source, the American adds 
that its statements are not mere 
claims, but that “the books are 
open to the examination of any ad- 
vertiser interested in knowing the 
facts, and absolute proof will be 
given of every claim made.” The 
publisher of a Chicago advertising 
journal was sufficiently interested 
in the American’s latest assertion 
to propose an examination of its 
books without cost to Mr. Hearst. 
No response was received to his 
letter, however, and a second letter 
of the same tenor produced the 
same result—silence. 

In Printers’ INK of September 
21, 1904, will be found the full 
correspondence that followed a 
similar attempt. Jesse Walsh, a 
reader of Printers’ INK in Chi- 
cago, submitted to the Little 
Schoolmaster a printed statement 
from the Chicago Evening and 
Sunday American in which it was 
asserted that the evening circula- 
tion of the paper for August, 1904, 
averaged 334.495 copies daily, and 
of the Sunday issue 510,465 copies. 
For the benefit of Mr. Walsh a 
series of letters was reprinted that 
had passed between the editor of 
PrINTERS’ INK and Arth r Bris- 
bane, of the New York Evening 
Journal. The former invited the 
latter, after one of his brilliant 
editorials on the subject of the 
Journal’s circulation, to nut his 
bare figures in the form of a de- 
tailed statement for the benefit of 
the advertising public, and to pub- 
lish them in Rowell’s American 
Newspaper Directory. Mr. Bris- 


bane replied that he had never 
heard of Rowell’s American News- 
paper Directory, but that upon in- 
quiring at the New York Journal 
business office he had been inform- 
ed that it was a book that had 
constantly misrepresented the 
Journal as to circulations. In a 
second letter the editor of PRINT- 
ERS’ INK explained the rules and 
principles governing the American 
Newspaper Directory’s publication. 
This brought a note of thanks 
from Mr. Brisbane, with the state- 
ment that, despite his clarion ut- 
terances from time to time on the 
circulation of the Hearst newspa- 
pers, he had nothing to do with the 
business office thereof. He knew, 
however, that “everybody in 
America who knows anything 
about the newspaper business 
knows that the Evening Journal 
has the largest daily circulation in 
the United States.” The incident 
then closed. 

The Mail Order Journal, com- 
menting on the latest circulation 
assertions of the Chicago Ameri- 
can, makes an interesting compari- 
son between that paper and the 
Chicago Daily News. The Chica- 
go Daily News was established 
twenty-nine years ago, as the pio- 
neer of cheap journalism in the 
West. Up to the time of the 
establishment of Mr. Hearst’s Chi- 
cago papers in 1900 it had attained 
a circulation of 250,000 copies by 
enterprise and its virtual monopoly 
of the evening newspaper field in 
a During the four and a 

half years since Mr. Hearst enter- 
ed the Chicago field as a com- 
petitor, the Daily News has in- 
creased its daily average to 319,539 
copies (average number sold daily 
during the year 1904), and its ad- 
vertising patronage about twelve 
per cent, with a ten per cent in- 
crease in rates. In the past three 
years, according to a_ statement 
from Mr. Lawson, the annual ad- 
vertising revenue of the Daily 
News has increased nearly 
$500,000. 

In the face of these facts the 
Chicago American asserts that, in 
less than five years, it has built up 
a circulation larger than that of the 
Chicago Daily News in a city man- 
ifestly not large enough to support 
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two newspapers each having a cir- 
culation exceeding 300,000. 

This circulation, provided the 
American has it, ought to be re- 
vealed in the amount of advertising 
carried in its columns, for such a 
paper would be too valuable for 
advertisers to avoid. The Mail 
Order Journal states that the 
American’s advertising patronage 
hae shown a steady decline during 
the past two years. In this con- 
nection the statistics of an investi- 
gation of the Chicago daily papers 
conducted by Printers’ INK last 
summer, are of interest. The 
evening papers of Chicago carried 
during a week in July, 1904, from 
Monday to Saturday, advertising 
of leading Chicago retail stores as 
follows: 


MARSHALL FIELD & CO.—Largest 
dry goods store in city, highest class trade. 
Daily News 18% cols , Evening American 
scols., Evening Journal 2% cols., Evening 
Post 8 cols. 

MANDEL BROS.—Large high-class dry 
goods store. Daily News 13% cols., Evening 
American 5 cols., Evening Journal none, 
Evening Post % cols. 

SIEGEL, COOPER & CO.—Large pop- 
ular-price department store. Dai/y News 
18% cols., Evening American 6 cols., Evete 
~~ Journal 2% cols., Evening Post 2 cols. 

OTHSCHILD & CO.—Large popular- 
price department store, gives trading stamps. 
Daily News, 21 cols., Evening American 
5% cols , Evening Journal 3% cols.. Evening 
Post 3% cols. 

THE FAIR-—Said to be the largest popu- 
lar-price department store in Chicago. Datly 
News 26 cols., Evening American 11 cols., 
E teed Journal 8% cols., Evening Post 4 
cols. 

BOSTON STORE—Large department 
store dealing chiefly in job lots and bargains; 
said to turn its stock more frequently than any 
other Chicago establishment. Daily News 7 
cols., Evening American 1 col., Evening 
Journal 3 cols., Evening Post 4 cols. 

CARSON, PIRIE, SCOTT & CO.—High- 
class department store. Daily News 10% 
cols., Evening American 3% cols., Evening 
Journal 2% cols., Evening Post 2% cols. 

G. SELFRIDGE & CO.—Formerly 
Schlesinger & Mayer, one of the best high- 
class ye goods stores in Chicago, since ab- 
sorbed by Carson, Pirie, Scott & Co. Daztly 
News 10% cols., Evening American 1 col. 
Evening Journal2 cols., Evening Post 2 


cols. 

CHAS. A STEVENS & BROS.—A large 
store devoted wholly to women’s dress of the 
better grades. Daily News-1\% cols., Even- 
ing American 1% cols. 

JOHN M. SMYTH & CO.—Largest popu- 
lar-price installment house furnishing store in 
city. Daily News 7% cols., Evening Amer- 
tcan none, Evening Journal 4cols., Evening 
Post 5 cols. 

THE HUB—One of the largest men’s and 
children’s clothing stores in United States, 
chiefly popular-price. Daily News 5%{ cols., 
Evening American 3% cols.. Evening Jour- 
nal 1% cols., Evening Post ¥% col. 

H. R. EAGLE & CO,-—-Large grocers, 


advertisin. i i 
Tae takes Bulag Aoatie ae 
The total evening advertising for 
the week done by these twelve 
stores was as follows: Daily News 
1395-6 cols., Evening American 
43 1-3 cols., Evening Journal 29 1-6 
cols., Evening Post 32% cols. 
Another interesting piece of sta- 
tistical information secured by the 
investigator was a complete record 
for that week of the classified ad- 
vertising carried. in all the Chi- 
cago English dailies. The figures 
for the evening papers are as fol- 
lows: 


TOTAL CLASSIFIED ADVERTISING—COLUMNS, 
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(Dashes indicate less than { column). 


Probably no newspaper in the 
world has stated its circulation 
so openly for so long a term 
of years as the Chicago Daily 
News, for the detailed  state- 
ment for each month has ap- 
peared at the head of its editorial 
columns continuously since Jan- 
uary, 1877, whether the figures 
showed an increase or a decrease. 
The Chicago Daily News has the 
largest advertising patronage of 
any paper in the United States ex- 
cent the New York Herald. 

Mr. Hearst has recently sold the 
morning edition of his Chicago 
property, the Examiner, and on 
the surface the transaction had 
every appearance of the unloading 
of a white elephant. It seems en- 
tirely beyond the possibilities that 
his remaining property, the Chica- 
go Evening American, has, as his 
editors assert, a circulation larger 
than that of the Chicago Daily 
News. It is difficult to learn what 
the American actually does print 























and utterly impossible to learn 
what it actually _ sells. The 
details that can ‘be concealed 
in a newspaper office are excep- 
tionally well concealed by the pub- 
lisher of the Chicago American. 
By an examination of its adver- 
tising patronage, however, which 
cannot be concealed, an investiga- 
tor would be led to believe that if 
the Chicago Evening American has 
as large a circulation as it claims 
to have, a great many advertisers 
who might profit by it are not 
onto the fact. 
—+e—————— 


OCCUPATIONS OF THAT SORT 
ARE A DISGRACE IN A 
FREE COUNTRY. 

Witiram H. Lanpvoict, 
Counselor at Law. 

53 Kellogg Building. 
WasuincTon, D. C., Jan. 4, 1905. 

Editor of Printers’ INK: 

In the October 5 issue of your val- 
uable publication, you were good enough 
to print in its entirety a letter which I 
ondreseed you with reference to the line 
of work which I have taken up in this 
city, namely, that of representing pub- 
lishers before the Postoffice Department, 
and of advising them, when they are in 
trouble and even when they are not, as 
to how they can meet the requirements 
of the Postoffice Department for second- 
class mail matter. 

I regret to sav that my occupation is 
being discouraged by the Department, 
because, as I infer, it wishes no one 
who is acquainted with the actual facts 
and methods known to its second-class 
mail division to measure swords with 
the officers in charge thereof. According- 
ly I was recently advised by the Third 
Kealeant Postmaster General that, be- 
cause some irresponsible and misguided 
publishers have presumed and_ actually 
stated that the Department denied their 
applications for admission to the second 
class of mail matter that, I might get 
the desired privilege for them for a 
consideration and divide my fees with a 
certain officer, the list containing the 
names and addresses of the publications 
which are denied admission, which has 
been published for the information of 
the general public for years, would be 
discontinued. 

This makes it impossible for me to 
reach directly those publishers who 
probably stand most in need of my ser- 
vices, and deprives them of the benefit 
thereof should they desire them, 

Some of the publishers whom I have 
served are careyng my advertisement as 
a mark of gratitude, in addition to the 
fee which they paid me; others still are 
inserting it in exchange for services 
which I can render them here. One, 
“General Information,’ published at 
Binghamton, N. Y., is carrying it in 
exchange for certain news which I send 
from time to time, fraud orders, etc., of 
interest to its subscribers. 

Is it possible to make such an ar- 
rangement with you? If it is, I would 
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be very glad indeed to do so, because 
while I am not able to purchase adver- 
tising space at this time, I recognize the 
value of your circulation and the ad- 
vantages an ad would be to me in 
Printers’ INK, and would very gladly 
serve you in any reasonable way that 
I could in payment therefor. 

I beg leave to invite your notice to 
the Sepenenels pee on my circular 
herewith enclosed, that you may see that 
I do “deliver the goods’ when it is 
possible under the law to do so. 

Yours sincerely, 
W. H. Lanpvotlct. 


—_++___—_. 
MORE OPINIONS ARE WANTED. 
BRADSHAW 
The Druggist 

Cotumsus, O., Jan. 5, 1905. 
Editor of Printers’ INK: 

We would like to have the depart- 
ment of ‘Store Management” con- 
tinued, for every one can surely get 
some help from such hints—we never get 
too many. Yours sincerely, 

H. J. BrapsHaw. 


lsat 
ADVERTISING HEALTH. 


The Mutual Life Insurance Company, 
of New York, issues a series of little 
books, adapted to special seasons and to 
many particular emergencies and dis- 
eases, which it sends, postpaid, to any 
one who applies for them. These little 
volumes contain, for instance, advice 
about the prevention of sunstroke, 
drowning, accidents, malaria, and so on, 
along with a great deal of practical 
general hygienic admonition. They 
have been distributed by the thousands. 

There is, however, a comparativel 
unworked field here for our great life 
insurance companies; and it is sugges- 
tive of foreign insurance methods that, 
in Germany, some of the _health-insur- 
ance companies have found it a paying 
investment to establish sanatoria for the 
care of their consumptive policy holders. 
Nothing of the sort has been attempted 
yet in the United States; but, when one 
considers that the amount of money in- 
volved in life insurance policies in 
America is very much greater than in 
all the rest of the world combined. it 
seems reasonable to expect in the future 
a greater effort to increase general 
knowledge of the laws of sane living.— 
World’s Work. 

———_-+o+ 

_ A COMMENDABLE series of folders lay- 
ing stress on good copy and agency ser- 
vice to the trade journal advertiser is 
being sent out by H. Sumner Sternberg, 
advertising specialist, 33 Union Square, 
New York. In some instances the let- 
tering is fantastic, but the arguments 
are free from frills. 








Lincoln Freie Presse 
GERMAN WEEKLY, 
LINCOLN, NEB. 
Has the largest circulation of any news 


pep r | printed in the German language on 


Circulation 152,062 


RATE 35 CENTS. 
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LAWS GOVERNING PATENT 
MEDICINES IN NEW 
ZEALAND. 


An interesting regulation cover- 
ing proprietary medicines sold in 
New Zealand has been made by 
Governor Plunket of that colony. 
In future .all such medicines im- 
ported into New Zealand, sold or 
offered for sale therein, must have 
their exact formulas printed in 
legible English on a label affixed to 
the bottle, box or container. In 
addition to this requirement, any 
remedy containing one or more of 
the medicinal agents legally re- 
garded as poisons in the colony 
must have the words “This con- 
tains poison” in clear gothic type 
of medium size on the label. As 
an indication of what are regarded 
as “patent medicines” the Governor 
gives a list of proprietary remedies 
that will be affected by the new 
regulation. Among them are the 
following well-known American 
proprietaries: 

Ayer’s Pills, Ayer’s Cherry Pectoral, 
Ayer’s Sarsanurilla, Allen’s Lung Bal- 
sam, Brandeth’s Pills, Brown’s Troches, 
Bromo-Laxative-Quinine, Carter’s Little 
Liver Pills, Chamberlain’s Cholera Cure, 
Chamberlain’s Pain Balm, Chamberlain’s 
Cough Remedy, Chamberlain’s Stomach 
and Liver Tablets, Evans’ Asthma Pow- 
der, Big “G” Injection, Fellows’ Hy- 
ophosphites, Frog-in-Your-Throat, Green 
yon Asthma Cure, Hall’s Coca 
Wine, Hood’s Sarsaparilla, Hood’s Olive 
Ointment, Kickapoo Indian Oil, Morse’s 
Indian Root Pills, Perry Davis Pain 
Killer, Sanmetto, Scott’s Emulsion, 
Scott’s Pills, Warner’s Safe Cure, 
Warner’s Safe Pills, Warner’s Rheu- 
matic Cure. Warner’s Diabetes Cure, 
Winslow’s Soothing Syrup, Williams’ 
Pink Pills. 

Any person committing a breach 
of this regulation or failing to 
comply with its requirements is 
liable to a fine not exceeding $250. 
The regulation goes into effect 
June 30, 1905. J. M. A. Tlott, of 
the J. Ilott Advertising Agency, 
Wellington, N. Z., forwards a copy 
of the new regulation, and says it 
has roused such widespread indig- 
nation that it will probably be re- 
pealed. While many proprietary 
firms make a practice of printing a 
list of ingredients on their bottles, 
none give the proportions of these 
ingredients, which would enable 
any chemist to prepare a satisfac- 
tory substitute. This part of the 
regulation is objectionable on that 
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Still greater opposition 
has been directed against the 
poison clause, which will give 
many comparatively harmless rem- 
edies a nightmare appearance. In 
fact, every proprietary contains 
some medicinal agent classable as 
a poison, though beneficial in small 
quantities. 

New Zealand has done consider- 
able tinkering with the proprietary 
medicine question during the pres- 
ent governmental administration. 
First customs duties were raised 
from twenty-five to forty per cent 
ad valorem ‘o encourage home in- 
dustries, with the result that many 
foreign proprietary firms set up 
laboratories in the colony and be- 
gan manufacturing there, thus de- 
creasing the revenues from this 
source. No protection was given 
local concerns in the end. Then 
duties were lowered to fifteen per 
cent especially to meet this un- 
looked for result, and the foreign 
manufacturers, chiefly American 
and English firms, ceased making 
their goods in New Zealand. This 
hurt the local industry more than 
ever, and the revenue refused to 
rise. The present regulation, if 
carried out as proposed, will have 
the effect of further reducing the 
revenue, which is now about $35,- 
000 yearly. The greatest revenue 
in connection with the sale of 
proprietary medicines, however, is 
that from advertising, printing, re- 
tail profits, etc. This is estimated 
at $250,000 yearly. American pro- 
prietary houses interested in the 
outcome of this regulation can ob- 
tain information as to its progress 
by addressing J. M. A. TIlott, 11 
Customhouse Quay, Wellington, 
New Zealand. 


A Booxtet describing facilities for 
buying sheep and cattle at the great 
stockyards centers to be shipped to 
feeders who fatten them for market, is 
sent out by Clay, Robinson & Co., live 
stock commission men, Chicago. The 
methods of buying and shipping, with 
rates of commission and extra charges, 
are made exceedingly clear, and the 
hooklet’s interest is enhanced with stock- 
yards views. 


—— — 


account. 





A NEAT mailing card with its flat rate, 
from the Christian Standard and Out- 
look, Detro't, states fhat fifty per cent 
of this weekly’s advertising patronage is 
mail order business, and that, of this, 
ninety per cent is running on repeat 
orders. 











SPHINX CLUB PROCEED- 
INGS. 


The New York Subway adver- 
tising was the burning question at 
the Sphinx Club’s December din- 
ner, held at the Waldorf-Astoria. 

‘Lhe chief speaker was Edward 
Hagaman Hall, Secretary of the 
American Scenic and Historic 
Preservation Society, who express- 
ed his belief that an advertisement 
which is forced upon the attention 
against one’s will is an abuse of 
advertising. Such abuses are not 
confined to outdoor advertising 
alone, but are present in newspa- 
per advertising when the business 
announcement interrupts news ar- 
ticles, when advertisements are 
printed in the guise of news, when 
a manufacturer forces his goods 
upon unwilling persons through 
persistent canvassers, etc. He 
thought the whole theory of out- 
door advertising an abuse, how- 
ever, for outdoor ads are all de- 
signed to force attention, whereas 
people are under no necessity to 
buy newspapers or magazines un- 
less they want to. He did not 
think the pubiic would object to a 
limited amount of outdoor adver- 
tising, but sympathized with the 
objections to the Subway adver- 
tisements because they disfigured 
artistic decorations in the under- 
ground stations. He also ques- 
tioned the value of such advertis- 
ing, because the advertiser had no 
means of determining results. 

Arthur W. Brunner, President 
of the Architectural League, said 
his organization believed in adver- 
tising, but thought it ought to be 
done in a quiet, artistic way. The 
league oppose the Subway ads be- 
cause they are not in harmony 
with the stations. 

George F. Kunz, gem expert for 
Tiffany & Co., said he had suggest- 
ed to the Subway Commission the 
plan of offering annual prizes for 
the most artistic poster designs. 
Some of the greatest artists of 
France have designed not only 
posters, but even store signs. 

Artemas Ward, of Ward & Gow, 
lessees of the Subway advertising 
privilege, said he stood for adver- 
tising, and believed the Subway 
question was now a dead issue. Ad- 
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vertising privileges pay one-quart- 
er of the interest charges on the 
cost of construction of the entire 
Subway, and the privilege was an 
important inducement to the com- 
pany that took the contract for 
operating the underground system 
after various interests had refused 
to handle it. Subway advertising 
is being done under a very plain 
contract, and the rights conferred 
thereby ought not to be affected by 
criticism and public whim. He 
laid the entire discussion to news- 
paper jealousy. 

Henry Wack, of London, 
said that the London Subways 
contained a great deal of advertis- 
ing, but of a very stupid variety. 
He believed the New York Sub- 
way had better advertising possi- 
bilities, because it had more ad- 
vertising space, and was capable 
of great development. 

Frank Presbrey, the New York 
advertising agent, thought the 
Subway ads inharmonious. If the 
Subway advertising paid one-quar- 
ter the cost of interest on con- 
struction, then Ward & Gow ought 
to be willing to spend money on a 
plan that would display posters in 
an artistic way. 

Louis Wiley, of the New York 
Times, denied that the newspapers 
had interested motives in attacking 
the Subway ads, but thought that 
as the money of the people had 
paid for the Subway, the people’s 
views ought to have weight. 

M. Wineburgh, of the Omega 
Oil Co., said the newspapers mak- 
ing the outcry were not only jeal- 
ous, but also out of touch with the 
real needs of the people. The 
masses were more interested in a 
Subway poster that showed them 
how to save twenty-five cents on a 
hat or a pair of shoes than in the 
finest artistic creation of a 
Whistler or a Tissot. Posters 
were more pleasing to the eye than 
rows of plain tiles, and it ill be- 
came a newspaper that printed ob- 
jectionable medical advertising to 
lift its tainted voice against the 
Subway advertising, which is clean 
and wholesome from end to end. 


nscale erica 

Every want ad is the “cipher-key” to 
an event or an episode in the life of 
the people.—Montgomery (Ala.) 
vertiser, 


Ad- 
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(A Roll of Honor ) 


(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American ae ecm SO Le Bs Ww for 
that edition of the Directory a det uly signed and dated; 
aiso from publishers who for some reason failed to obtain a ae rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve “TF ao to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL or Honor of the last named character are marked with an (3). 





These are generally regarded the publishers who believe that an advertiser has a right 
to know what he pays his hard cash fo 


¢@™ Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News- 





paper Directory. 
ALABAMA. 


Birmingham, Ledger. dy. Average for 1903, 
16,670. 1st 6 mos. ’04,19,852. E.Katz., 8.A.,N.Y. 


ARIZONA. 
Phoenix. Republican. Daily average 
6,088. Chus. T. Logan Special Agency, 


ARKANSAS. 
Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000. 


Little Rock, Baptist Advance, Wy. Av. 1903, 
+550. Nine months ending Oct. 27, 1904,5,111. 


CALIFORNIA. 
Freano, Morning Republican, daily. Aver. 1903, 
5,160, ist 9 mos, ’94,6,299. E. Katz, 8. A., N.Y. 
Mountain View, Signs of the Times. Actual 
weekly average for 1903, 82,842. 
Rediands, Facts, daily. 
1903 1.456. No weekly. 


San Franelaco, Call, d’y and 8’y. J. D. Spreck- 
els. Actual daily ave verage o —_ ending Oct., 
1904, 62,206; Sunday, 87.1 


San Jone, Pacific Tree and Vine. mo. 
Rohannan. Actual average, 1903, 6,185. 
three months, 1904, 10,000. 


COLORADO. 
Denver, Post, daily. Post ves and Pub- 
lishing Co. Average ‘or 1903, 88.798. Average 
Sor December, 1904, 45,078. Gate 8,716. ~ 


&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 

CONNECTICUT. 
Hartford, Times, daily. Arerage -~ 1903, 

16,509. Perry Lukens, Jr.. Jr., N. Y. Rep 
Meriden, Morning ng Record and Republican. 

daily average for 1903, 7,582. 

New Hayen, Ooldsmith and Silversmith, 

monthly. Actual average for 1903, 7,817. 

New jHaven, Palladium, daily. Average for 

19038, 7.625. E. Katz, Special Agent.N. Y. 

New Waven. Union. Av. 1903, 15,827. first 9 
mos. 1904,16,008. E. = Special Agent, N. ¥ 

Aver. 1903,5,61 


Spec. Ad Agt., N. ¥ 


‘or 1903. 
.¥, 


Daily average for 


Ww. G. 
Last 


New London. Dey, 
June, 1904, 6,049 Katz, 


Norwalk, Evening Horr. 
ending June 1, 1904, 3.188 (3K). 

Norwich. Bulletin, morning. Arerage for 1903, 
4,988; jirst six months 1904, & 178. 


Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1,16 


DELAWARE. 
Wilmington, Every Evening. Average guar- 
anteed circulation for 1903, 10,784, 
Wilmington, Morning News. Only morning 
| paper in State. Aver. cir. 10,006 for 3 months. 


DISTRICT OF COLUMBIA. 


Ww ashington, Ev. Star, daily. Ev.Star News- 
paper Co, Average for 1903, 84,088 (OO). 
National Tribune, weekly. Average for 1904, 
100,209 (& 
Smith & Thompson, Rep., N. Y. & Chicago. 


FLORIDA. 
Jacksonville, Metropolis, d’y Ar. 4  4 8,898, 
1st 6 mos, 04, 8,88 . Katz, Sp. Ag., N. ¥. 


GEORGIA. 


Atlanta, Journal,dy. Av. 1904, 48.688 (sk), 
Dec., 190k, 48,744 (3). Semi-weekly 45,867, 


Atlanta, News. Actual daily average, 1903, 
20.104. Average April, 1904, 26,547. 


IDAHO. 
Motes, Cagital News, d’y and wy. Capitul News 
btg. C » pee Aver. 1903, daily 2.761, weekly 
8,475. rst 6 mos, 1904, dy. 8,016, wy. 8.868, 


ILLINOIS. 


Cairo, Bulletin. Daiiy and Sunday average 
1904 to Nov. 30,1,916; month of Nov. 30, 2,110, 


Cairo, Citizen. Daly average 1903, 818; week- 
ly, 1.110. First eight months 1904, daily, 1,205; 
weekly, 1,125. August, 1904, daily 1, 281. 


Champaign, News. First four months 1904, 
no day’s issue of less than 2,600. 


Chieago, Bakers’ Helper, monthly ($2. om. H. 
R. Ulissold. Average for 1904, 4,100 (OO 


o aie Alkaloidal Clinic, ne ag De, w. 
Abbott, pub.; S. DeWitt Clough. 
Genventens Sireiiation 80,000 copies, et 
= one-Sourth of the American medical pro- 
‘ession. 


Daily average year 








Chicago, Breeders’ Gazette, stock farm,week- 
ly, Sanders Pub. Co. Actual are: ‘or 1903, 
| 67,880, 39 weeks ending Sept., 28, 1904, 68,157. 


Chicago. Dental Digest, mo. PD. H. Crouse, 
pub. Actual average for 1903, 7,000, 
| Chicage, Farmers’ Voice. Actual weekly arer 
‘age year ending September, 1904, 22,802 (7). 
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The Local Merchant 


is the best judge of the advertising value of the 
various papers in his city. He puts his money 
where it pays best.—The best paper for him is 
the best paper for the general advertiser as well. 


The Christmas advertising (display) of Indianapolis stores, from De- 
cember Ist to 24th inclusive (1904), published in 


The 
Indianapolis 


News 


was 289,913 agate lines, 166,240 lines more than its nearest com- 
petitor, and 56,273 lines more than all the other Indianapolis daily 
papers combined. 


The News’s 1904 Record 





CIRCULATION 
Daily average distribution for the year.......... 79,860 
Daily net paid average... ...... 2.0... seccccceceecs 72,982 
ADVERTISING 
UNE 0 ne me a 4,552,659 
Dae ROM INON ots Gia os Sle deaaeaicc ds Ex aie 1,312,640 
Lines Display and Classified.................. 5,865,290 
Daily average of Display (columns)............... 48.45 
Daily average of Classified (columns).............. 14.97 


Display and Classified, daily average (columns)... 63.42 


During the year 1904 THE NEws published 273,730 paid 
Classified (want). ads—125,207 more than the three other 
English papers combined. 


DAN A. CARROLL, Special Representative, 
Tribune Bidg., New York; Tribune Bidg., Chicago, 
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Chen ‘o, Grain Deal: mo. Grain 
mpany. iv. for 1, oun 4-086 (QO). 
Ohicage. Gress Writer, monthly. Shorthand 
and Typewriting. Actual Te mie ~ 666. 
Ohicage, Journal Amer. 
1903, 28,615, July, wee = rare Ks Sl 
Ohieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 
Chieage, National Harness Review, ~ AY. 
for 1902, gr ts First 8 mos. 1903, 6,250. 
Ohicag rd-Heral Average io 1903, 
daily Seiets” Sunday 191, 1¢1, 817. 
Chicago, Retailers’ Journ Journal, monthly. De 
vo to the groce: 500. 86 La Sall interest. ———— eir- 
culation 11,000. La Salle 8t., Chicago. 


Clayton Enterprise, week week No issue since 
1895 les than 1, copies. - 
Kewanee, earGoeeer Av. for daily 
3,088, wy. 1,414. Daily ist 5 mos, Oh 8.296. 
La Salle, arson, Polish, weekly. 
Average 1903, 1,805. 
—_—- Star, eveni! 


ana Sunday morning. 
sworn average 9%. 


Or 1903, 22,19 
INDIANA. 


Evaneville. Onesie, a and 8. CourierCo., 
ub. Act. av. '02,11,218 ). wa ey "03, 12- 
18. Smith & Thompeon soon, Sp. Rep & Chicago. 
Evanaville, Journal-News, Av. 1903, d’y 18.+ 
852, ‘st. 6 mos. '04,14,160. E. Katz, 8. A., N.Y. 
Goxhen, Cooking Club, monthly. A Sor 
1903, 26. 878. a 3 7 as 
Sane hapanre 4 issue for Gaily reference. 
fompquapelie. News, a4 gow. net sales in 1903, 
69,885, August, 1904, 
ae on, pe Av a ales for 
returns-an copies deducted), Ee ena: Se 


Marion, Leader, daily. daily. W.B . Westlake, pub. 
Actual average for year 1904, 5.685 (hk). 
Munele, Star. Average ne net outa ter Nov. (all 
returns and unsold copies ded deducted) 27,497. 
Notre Dame. The Ave 6 Ave Maria, Catholic raed 
magazine. Actual average for 1903, 24,08: 
Riehmond. sun-Telogram. Sworn av. 1903, dy. 
8,811. For Feb., 1904, 8,944. ‘ 
South Bend. Tribune. &: Sworn daily average 
4908, 5,718. Sworn average for Oct., 6,780. 
Terre Haute, Star. Av. ar. Av. net sales for Nov. (all 
returusand unsold copies deducted), 20,405 (2). 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and hace 
Average for 1903, dy., 1,951; wy., 8,872 


IOWA. 


Davenport, Times. Daily aver. 1903, 8,055, 
8. wy. 1,660. Daily aver. Nov., 1904, 9,715. Cir. 
guar. more than double of any Davenport daily. 

Decorah, Decorah-Posten (Norwegian). Sworn 
av. cir’n, 1903, $9,681. March, 1904, 40,856. 


Des Moines. Capital, daily. Lafayette Young 
publisher. Actual average for 1903, 81,898. 
Average for oF akg hag emepe | 35,808. 

y 


Cit; etrontatten Be largest of any Des Moines 
—- ranteed. Only he depart | 4 


store vying } Cavertist of the 
carrying adverti 1) 
ones. rries largut auount of 
advertiet 

Dea M aan News. daily. _ daily. pcuat oumrage for 
1903, 45.876. B. D. Butler, Butler, N. Y. and Chicago. 

Des Moines, Wallace llace’s Farmer, wy. Est. 1879. 
Actual average for 1903, (008, 88.769. 

Museatine. Journal. Daily av. 1904, yes 
semi-weekly 8,089 (%), daily, December. 5. 


een | Geaneee. Daily average for 


ember, 1904, 5, ht 4 Tri-weekly average y= 
December, 4 een te 9 o5 (). 

SI or Journal. av. for 1903 (sworn) 

19.498, dots ly av. po ee arnt months of oe 


21,272. Records a . More 
its "jeld than of all a viatly. papers conned. 





KANSAS. 
MUutehinson. News. Daily 1903, . 768, weekl 
2,112, E. Katz, Agent, New ‘New York. . 
Topeka, Western School : Soheel doment, educational 
monthly. Average for 1903, 8,125. 


KENTUCKY. 
Harrodaburg. ocrat. Best weekly intent 
— “ok a ony 8,582; growing fast. 
m, Leader. Av.’03, 3. gas. 4 4.092, 
st eer Sa dy. 8.928, Sy. 28, By. 5,448. ‘atz, agt. 
Louisville, Evening Post, dy. soa Post 
Co., pubs. Actual avevage fo Sor 1908, 26,964, 
Padueah, News-Democrat. Daily net av. 1903, 
2, mem Year end. June 30,04, net paid cir. 2,927. 
Padueah, The Sun. Average for December, 
1904, 2961 (4). 


LOUISIANA. 
New Orleana, The Southern Buck, 
organof Elkdom in La. and Miss. Av.’03, aise. 


MAINE. 
Augusta, Comfort,mo. W. H. Gannett, pub. 
Actual average for 1903, t. »269,995. 


Banger, Comme Average for 1903, daily 


reial. 
8,218, weekly 29,006. 
Dover. Piscataquis Observ Observer. 
average 4 i 1,904, 
mtocthorin Evenin ng Journal, daily. Aver. for 
1903, 6,814(@0), pekly 15.4 15,482 (© ©). 
Phillipa. Maine Woods and Woodsman,weekly. 
J. W. Brackett Co. Average for 1903, 8,041. 
Pertland. Evening Express. Average for 1908, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 
Baltimore, News. di . Evening News Pub- 
lishing Co. Average 1903, 582. November, 
1904,58,154, 


MASSACHUSETTS. 
Boaton, Evening 412). Boston's 
. es 4 per, Largest amountot m -day ad 
an Average lverage fo ir 1904, daily, a. 
rents cz Sunday, 298. 86x (hk) “La Circu- 
lation v of any tw in the United 
Sunday paper in Ne eenta “advert 
un in New 
go * lene and afternoon editions for one 
price. 


Actual weekly 


Boston, Post feernes for 1903, daily, 178,- 
308; oy a, 211.221 y 

average for 1903, 160,421: for 4504, Lis 664. 
La t daily circulation for 190. 

Eng nd, whether gp Fennel or ie in 4 pled 
ie and evening ‘ions combi: 
rgest yy! ci 

alte rete, # cents oe es ad r — 
pa junday rate, 18 cents per line. best 
advertising propositions im A 


Boston. Traveler. Est. 18%. Actua! daily av. 
1902, 78,852. In 1903, 76.666. rs? ee oe 


— of 19 vy dail — , 
Reps.: Sm © Thompoon, N.Y. ae Chicago. 
m4 Morentelds ea raat i Christian Work, 
b= = =— HY > _— oe 0 Dee 3, wi por cent pd 
. 5 cen 
subscription iptions. Puge rate, $22 rate, $22.40 ay AE od ga 
Gloueester, Cape Ann N Ann News. Actual at daly 
average year ending ry 15, 190k, 
aver. jirst ret eit mos. 1904, 6.24 2417 ; June, 1904, ese: 


North Adama, Transcript, even. Daily net 
1903, 5,267. Daily av. wv. printed Oct., 1904, rt 


Springfield. Good Housek: ,mo. <Aver- 
age 1904. 171.0 pp No issue 1905 less than 
200, pA any UW advertisemen guaranteed. 


Worcester. eres Poa nn daily. Worcester 


Post Co. Average for 1908. 11 
Pretan ge = a inion Pub — (00). 
Aah Jan., 5,180. ool ay 2S. 
States on Roll of Hon 
MICHIGAN. 


jan. Telegram, dy. D. W.Grandon. Av. for 
tee os oie. Aver, Pd 4mos, of 1904, 4,100. A 
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13 Years 


and not so unlucky either for the Boston Post 
ES I 





Look on This Picture: 


1892 


The Boston Post 


Average Daily Circulation for 1892 


7,450 


The Little Tail-ender Then 





The Boston Globe 


Average Daily Circulation for 1892 


176,338 


The Big Leader Then 


And Then on This Picture : 
1904 


The Boston Post 


Average Daily Circulation for 1904 


211,221 


Yes, the Big Brother Now 





The Boston Globe 


Average Daily Circulation for 1904 


198,705 


Grown, but not quite fast enough 


pep Ad a pleasant feature of the exhibit is that while the 
Boston Post has climbed to circulation leadership in New 
England, the Boston Globe also has made a very sub- 
stantial advance. Two blades of grass are 
growing where one grew before. 
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Flint, Michigan Daily Journal. Aver. y 
June 30 '04, 6,067 (8). Av. J Av. for June, 6, 6 . 
Grand Kaplids, Evening | Press, @ Average 
1903, 37,499. 44,290 aver. 90 aver. daily to Sept. 4, 1904. 
Grand Rapids, Furniture Record (O©). Only 
national paper in its field. 
Juckson, Press and Patriot. Actual daily 
average for 1903,5,649. Av. Dec., 1904, 6,977. 
Kalamazoo, Gazette, daily, 1904,10,811 (4): 
Dec., 11,087 (%). Largest ei1 eirculation by 4,500. 


Kalamazoo, Evening ening Telegraph. First six 
mos. 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 
Saginaw. Courier Herald, daily, Sunday. 


Average 1903, 8, 288; Novemb November, 1904, 11,508. 


Saginaw. Evening iz News, d o*. Average for 
9904, 14,816 (2). Dec., 1904,daily 14,778 (x). 


MINNESOTA. 


Minneapolis, farmers’ Tribune, twice.a-week. 
W. J. Murphy, pub. Aver. Aver. for 1903, 68,686. 


Minneapolis, Farm, Stocl Stock and Home semi 
monthly. Actual average 1903, 78,854. First siz: 
months 1904, 79,500. 


Minneapolis. Journal), daily. Journal Print- 
ing Co. ag Sy ty: . 57,089; 1904, 64,888 (4); 


1, 190b, 66.452 ( (sh). 
The ute accuracy of 7 
Journal's circulation rati is 
Facey sae the American News- 
[Aalaw paper Directory. It reaches a 
AN greater number af the purchasing 
TEEO 3 and goes into more homes 
than any paper in its jield. It 
brings resul 


Minneapolia, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1903,49,057. 


Minneupolis Tribune. W. J. Murpby, pub. 
Est. . Oldest yey daily. 1/904, 
daily owen, ying 9 (3); last 
1904 was 92. At ‘Sunday z 4 
Daily average for De r, 92,510 (). 
Minnenpots, ig listed 

in Revwell’s A Amert 
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St. teste, Star. Actual daily average for 


1908, 64,878 


St. Louis, National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588; average for 
1903, 106,625; average for 1 1904, 104,750 (&). 

St. Louis. The Woman’s | -~ ine. esau. 
Women and home. Lewis Pu 
age for 1903, 1,845,511. pe | proven ouer- 
age for i 12 months 1,611,988, ‘ery issue 
guaranteed to : 500,000 pom ee | 
count. Largest circulation of any publication 
in the world. 


MONTANA. 


Butte, American Labor Union Journal, west. 
ly. Average 1903, 20,549 general ci circulation 


Butte, Inter-Mountain, evening. Sworn saben. 

culation for 1903, 1 Ze worn net circu- 

lation from Jan. 4 to June 30, 1904, over 14,000. 
NEBRASKA. 


Lincoln, Daily Star. Actual average for 1903, 
1165, September, 1904, 15,795, A 


Lincoin, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, +x June, 1904, 149,808. 


LineolIn, Freie Press, week weekly. Actual average 
for year ending June, 1904, 1 52,085. 


Omaha, Den Danske Pioneer, Wess Seokus F. 
Neble Pub. Co. Average for 1903, 29,084. 


Omaha, News, daily. Actual average for 1903, 
41,824. B.D. Butler, New_York and Chicago. 
NEW HAMPSHIRE. 
Nashua, Telegraph, dy.andwy. Daily aver. 
10 mOs, 04, 2,870; ober, ‘04, 8,169 

NEW JERSEY. 


Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 8 mos. end. Aug., 31, 1904, 8,229. 


Gage. Reporter, weekly. ‘. Yt Jenkins, 
Pu gi Sor 1903, 2,0 





Directory that regulary” pub- 


Aelo lishes its circulation over a con- 
AN siderable period down to date in 
iaa% 8=6ROLL OF Honok, and a detailed 


statement in its own columns. 
The Tribune is the reeognized 
Want Ad Medium of Minneapolis. 
8t. Paul, Der Wanderer, with ag’! sup.. Der 
Farmer im Westen, wy. Av. "for 1903, 10,500. 
8t. Paul, Dispatch, dy. Aver. 1903, 58,’ 044. 
Present average 7,624. ST. PAUL'S LEAD 
ING N NEWSPAPER. W’y aver. 1903, 78,026. 
St. Paul. Globe, daily. Globe aaa publishers. 
tual a average for 1903, 81,541 
St. Paul. News, daily. “actual average for 
1908.85,816. B.D. Butier,N. Y. and Chicago 
&t. Paul. Pioneer-Press. Daily average for 
1903 84,298, Sunday 80.988. 


&t. Paul. The Farmer, s.-mo. Rate, 35c. per 
line, with discounts. Circulation for year ed 
June, 1904, 81.500. Present average, 85,000. 

St. Paul, Volkszeitung. Actual average 4 
dy. 11,116, wy. 28,414. Sonntagsblatt 25.408. 


Winona, Republican and Herald, daily. Aver- 
age year ending June, 1904, 4,126. 
ee 


Joplin, Globe, dai , 10.510, 
Oct., 1904, 12,507. z. Tate, pect Spectal A Agent, N.Y. 


Kanene City, Journal, d'y ard w’y. Average 
Sor 1903, daily 60,268, weekly 188,725. 
Kaneas City, World, daily. Actual average 
for 1908, 61,282. B. D. Butler, N, Y. & Chicago. 
Springfield, Sunny South, monthly. Actual 
“ree, 1903, 2,888. 
t. Joseph, News and Press. Act. daily aver. 
ar 1904, 35,057 (&). Smith & Thompson, Eust. 








st. Louta, Medical Brief.mo. J. J. Lawrence, 
A.M..M.D.,ed.and pub. Av. for 1903, 37, oomph 


St. Leul«, National Druggist. mo. He 
Strong, Editor and Publisher. Average for Jou, 
8,080 (© ©). | astern office, 59 Maiden Lane. 





Hobol bserver, daily Pn average 
1902, 18,097 ; Sept 1903, "1003, 22,851, 


Jeraey City. Evening Journal. Arerage for 
1904, 21, 106 (). Last 3 mos. 1904, 21,816 (3). 


Newark,Evening News. Evening News Pub. 
Co. Av. for 1903, daily 53.896, Sunday, 16,291, 


Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for 1903, 5,125. 


Washington, Star, wy. Sworn av. ’03,8,759. 
Sworn aver. for year ending Sept. 7, 0h, 8,904, 


NEW YORK. 
Albany,Journal, evening, ra Co. 
average ‘or September, 21,6 21,656 


Albany, Times- Union. ever every noite Establ. 
1856. Average for first three months 19v4, 29,626. 


ena"e. News, Average 1903, 


Daily 


, evening. 
6.487. Six months 1904, 6,810, 


Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,2140, 


Ruffale, Von, morn.; Enquirer, even. W. 
J. Conners. " ‘or 1908, morning 50,882, 
evening 88,082; Buaday ar erage 68,586. 


Buffalo. Evening News. Daily arerag 1903, 
79,408. First 3 months 1904, 85,949. 


Catekill, Recorder, wai. Lig 4 Hall, 
tor. 1904 av., 8,686. Av. December, 8,781. 


Cortland, ———, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 


Lyons. Republican, in, established 1821. Chas. H, 
Betts, editor and prop. Cire Circulation 1908, 2,821, 


Mount Vernon, ‘Daily Ar Argus. Average 1903, 
2.989. Westchester r County’s leading paper. 


Newburgh, News. daily. Av. for 1903, 4.487. 
1,000 more than all other Newb’ Newb'gh paperseombined 


New “York | City. 
wy., constre 
(Also ot edition.) ‘Average 1903, 29.475, 


Army oieny Journal Est. 1863. Actual weekly 
arerage for 6 6 ie teoues, fous 9.871 ‘@O) (k). W. 





edi- 
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Baker’s Review. monthly. W. R. he's So fr Me 
publishers. Actual average average for 1904, 4,900 (2). 
Benziger’s ine, family monthly. Ben- 
ziger Brothers, evans fer 1904, 827,025 (2): 
present cireulation. 50,000. 

Clipper, weekly (Theatrical). 
Pub. Co., Ltd. Aver. for 1903, 25.918 (OOO. 


El Comercio, mo. Spanish export. J. Shep 
ard Clark Co. Average for 1904, 7,292 (3). 


Electrical Review, weekly. ry yy Review 
Pub, Co. Average for 1903, 6,885 (OO) 
Forward, daily Forward pits Aver- 
age for 1903, 48,241. 


Four-Track Hows, r -/ Actual av. Fry 
Sor six months December, -_ _ 66. 
January edition guaranteed 120,0 


Haberdasher, mo., -. 1881. Actual am ‘or 
alt 7.000. Binder rit and Pos 
receipts distributed mon y to hardline. 


Hardware Dealers’ Magazine, monthly. 
In 1994, aver issue, aoe (). 
D. T. MALLETT, Pub., 253 Broadway. 


Leslie’s Weekly. Actual aver. year end. A sf ‘ 
1904, 69,077 (3k). Pres. av. over 75.000 weekly. 


Leslie’s Month’ oy a. New York. Arerage 
circulation for the past 12 oe _ (). 
Present average circulation 800,16: 

Music Trade Review, music trade a art week- 
ly. Average for 1903, 5.588. 

National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, ete. 1903 av. cir. 6,402. 


Pocket wr of Railroad Officials, qly. Railr’d 
& Transp. Av. 1903, 17.992; ‘April, 190,19, 728. 


Printers’ Ink, a journal 





for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14, 
918. Actual gain over 
1903, 3,917. 


ant Feet’ 's Home Journal Journal, 525.166 monthly, 
rature, 452.8388 monthly, average cir- 
pmo Parag ‘or 194—all to paid-in-advance s 
scribers. M. Lupton, isher, 


The Ladies’ World mo., Household. 
net paid circulation 1903, 480,155. 

The Wall Street Journal. Dow, Jones & Co. 
publishers. Daily average average 1903, 11,987. 

The World. Actual aver. fo aver. for 1903, Morn., 278,- 
o* Evening, 857,102, Sunday, ‘888, 650. 

ochester. Case and Comment, mo. Law. Av. 

PY, 1903, 80,0090 ; 4 years’ hte 80.186. 

giranontats, | Gazette. A. N. Liecty. 


9,097, oo, average for 
on These, 10012 524 eb 74 (+). f 


Syracuse, Evenin ing Ieraid daily. Herald Co. 
pub. Aver. 1903, daily 88.10%, Sunday 88.496. 


Utiea. National Electrical Contractor, mo. 
Average for 1903, 2,74 


Utiea, Press. daily. Otto A. Meyer, publisher. 


Average 











17 
NORTH CAROLINA. 


Charlotte. Observer. North Carolina's fore- 
poe ap a Actual daily aver. 1903, 5,582; 
Sunday, 6.791; semi-weekly, 3,800. First three 
months 1904, 6,678. 

Elizabeth City, Tar Heel, weekly. Actua 
average 1903, 8,500. Covers Covers ten counties. 


Raleigh. Biblical Recorder, weekly. Average 
1903,8,.872. First five mouths 1904, 10,166. 


NORTH DAKOTA. 


Grand Forks, Herald, dy. av. for April, —~ 
5.862. Will guar. 6.000 Sor year. f- Dakot 
BIGGEST DAILY. La Coste & Muxwell N.Y. Rep. 


Grand F orks, Normanden, weekly. Ar. for 
1903, 5,451. Guar. 6,700 after Nov, 1, 1904. 


OHIO. 


Akron. Beacon Journal. Average 1903, 8,208. 
N. Y., 523 Temple Court. Av. Nov., 1904, 10,702. 


Cleveland, Plain Lega Est. 1841. Actual 
daily average 1903, 66,445: Sunday, 60,759. 
Dec., Y 0581, 4.15 () daily; Sunday, 69, pine 


Manafield, Daily News. Act. aver. year en 


June 30,04, 4,21 30(sk). First 6 mos. ’04, ean. 
Springfield, Press-Republic. Aver. 1903,9,288, 
April, '04, 10,155. N.Y. office, 523 Temple Court, 


Washington Court House, Fayette Co. 
Record, weekly. Actual average 193, 1,775. 


Youngatown, Lindgren. D'y av.’03,11,009. 
LaCoste & Maxwell, N.Y., Eastern Reps. 


Zaneaville. Signal, daily, reaches S. E. Ohio. 
Guarantees 5,000. Average six mos. 1904, 5,814. 


Zanesville, Times-Recorder. Sworn av. Oct., 
1904. 9,571 (4). Guaranteed double nearest com- 
petitor and to exceed combined competitors, 


OKLAHOMA. 


Guthrie. yoo Farmer, weekly. Actual 
average 1903, 28,020. 

Guthrie. Oklahoma oy Capital, dy. and wy. 

Aver. for 1903, daily O62, weekly 25.014. 
Year ending July ty oo < 19,868; wy. 28,119. 


Oklahoma City. Tbe Oklahoman. /904aver., 
8,104; Dec.,’04, 9,401 (). E. Katz, Agent, N.Y. 


OREGON. 


Portiand, Evening Telegram. dy. (ex. Sun. 
Average circulation during 1004, 21-271 (#). . 


Portland. Oregon Daily Journal. Actual aver- 
age for first eleven months 1904,15,061, Actual 
average November, 16,816. 


PENNSYLVANIA. 


Cheater, Times, ev’g d’y. Average 1903, 8,187, 
. Y. office, 220 B’way. FR. Nor rthrup, "Mer. - 


Erle, People. weekly. Aug. Klenke, 4 
Average 1908, 8,088. i 


Erie, Times, daily. Aver Or 1904, 14,2572 (x). 
Dec., 1904, 14,984 (%). E. Katz, Sp. Ag., N. Y. ‘as 
Narrisburg, Telegraph. Dy. sworn Oct. ’04, 
11,508. Largest ciren, in Dy sa a Ot 


Philadelphia, American Medicine. wy. 
for 1902, 19.827. Av. March, 1903, 16.82%. 


Philadelphia, Farm Journal, monthly. Wil- 
mer Atkinson © he ublishers. verage 
ir 1904, 598,88! nters’ Ink awarded 

he seventh Sugar se treba bent Farin Journal with this 


mw awarded June % 902, 

* Printers’ i es 
master 

“ « ddvertsing to the Farm 


al? Wed Rates es amon 


Av. 


clot of ball, 4 wear 





Average for 1903, 14.004, 


Warsaw, Western New-Yorker. mr bone 
Ade issue since Oct, 1, 1904, was &,000 copies 





Hrd published tu the | tn 
et 





d the on best serves 
“as an educator and Sor thee i 
“ral population. and as an pt bend economi- 


- ‘or communicati hem 
- Song its i adeor tising columns Ad — 
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The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


December Circulation 
The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
_ in the month of wee 1904: 
OS 











sins einees sek cna ween 
NET AVERAGE FOR DECEMBER 


144,003 copies per day |: 


BARCLAY 8. WARSURTOR, President. 
Philadelphia, Jan. 6, 1 


Pitiodciehte, | German erman Daily Gazette. Aver- 
circulation Jirst six mos.1904, datly 48.942, Sun 
day 87,268. Sworn statement. Cir. books open. 


Philadelphia, Press. Daily average year end- 
ing Dec. 3, 1904, 118.242 (2) net copies sold. 


Philadelphia. gree! School Times, weekly. 
Average for 1903, 961. Send for ratee 
The Religious ah aaedaiies. Philadeipnia. 
Philadelphia. The Grocery World. Actual 
average year ending August, 1904, 11, one 
Pitteburg, Labor World, wy. Ar. hb, VB,e 
618(). ees call nr grabrbnen’ inU.8 


Pottaville, Evening Chronicle. Official county 
organ. Daily arerage 1903, 6 1903, 6,648, 

Went Cheater. Local News. daily. 
Hodgson. Average for 1903 15,168. 

Willlamseport. Grit. America’s Greatest 
Weekly. Net paid arerage 1903, 181,86%, Smith 
& Thompson, nn New York and Chicago. 

York. Di iapete h, a ne Average for 1904, 
8,974 (4). ters two-thirds of York homes. 


RHODE ISLAND. 


Pro mee, Daily Journal, 16,485 (@0). 
sunday. 19. B92 09). Evening Bulletin 86,886 
averaye 1903. Providence Journal Co., pubs 
—ssionag Sun. Geo. H. Utter,pub. Average 
4903, 4,888. Ouly daily in So. Rhode Island. 


SOUTH CAROLINA. 


Oharleaton, Evening -— Actual dy. aver. 
Sor third 3 months 1904, 8.974. 


Columbia, State, daily. State oo, 
Actual arer. “for 1903, daily, 6.568 yy semt 
weekly. 2.015; Sunday, 7,705 detucl aver. 
Sor September, 1904, daily 8,649, Sunday 9,902. 


TENNESSEE. 


hattanooga. Crabtree’s Weekly Press. Aver- 
ape Seplemberand October. 41.636 (). 
Lewisburg, Tribune, semi-weekly. W. 
Carter. Actual average 1903, 1,201. 

hia, C 1A 1, daily, Sunday, 

ag a. Cig ae th Sat, Oa 
snrend, weekly 2.821 oad. ist 6 
daily 38,447, Sunday 45898, weekly 38, 109, 





W. G. 








ublishers. 
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N oahvitie. Banner, daily. Aver. 7” 1908, 
18.7 months 1904 Sag neil Only Nash’ 
ville daily sligible to Roll of Honor. 


TEXAS. 


“ew, Denton Co. Record and Chronicle 
w’y. W.C. Edwards. Average for gi 


El Paso. Herald. Dy. av. 1903, 8,2 as fore, 
1904, 4,284, ws canvass erald 
in 80 per cent of El Paso homes. Only Ht Pas 


daily paper eligible to Roll of Honor. 


Paris, corey dy. W.N. Furey, pub. Act- 
ual averuge, 1903, 1,827; 1904, 1,881 (ck). 


VERMONT. 
Tyr ie daily. F. E. Langley. Aver. 1904, 


8,16 
Burlington, Free Press. Daily av. '03, 5.666. 
81-2 mos. to Sept. 15,6,.854. A At present 6,9 00. Ex- 


amined by Association of American Advertisers, 


Burlington, News. Jos. Auld. Actual daily 


average 1903, 5,046, sworn av. Aug.. 1904, 6,161. 


VIRGINIA. 


Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098; for 1903, 7,482; for 1904, 9,400 (3k). 


Richmond, News Leader, every evening ex- 
cept Sunday. Daily ae February 1, 1903, to 
porucry 1, 1904, 27,414, The largest circula- 
tion between We Washington and Atlanta. 


Richmond, Teaco Diane, wes morning. Actuae 
Hr | average six months ending nine, oe 
18. High price circulation with no wast 
or duplication. In ninety per cent Of Richmond 

The State paper. 


WASHINGTON. 
Seattle, Times. Actual aver. circulation ¢st 
6 months 1904, daily 36,348. Sunday 48,679. 
Byfar largest daily and and Sunday in State. 


Tacoma, Ledger. Dy. av. 1903, 12,7173 Sy., 
15.615; wy., S912. roy tl 4 - 1904, dy., 
14.872: Sy., 18,294: 3. ©. Beck= 
with, rep., Tribune Bldg., Yt Chica 


WEST VIRGINIA. 


Parkersburg. Sentinel, daily. a ™ Hornor, 
pub. Average for 1903, 2.801 ( 





Wheeling. News. Daily paid aie 9.707, 
Sunday il civea's 10,82 For 12 months up 
to April 1, 1904. Guarantees a paid circulation 


equal to any other two Wheeling papers combined. 


WISCONSIN. 


La oase, Chronicle. Daily average 4 
Pay Py} Ch. Average Dec. 1904, 6,685. ™ 

La Croase. Leader-Press evening. Actual 
average 1903,5,590. Average June, 1904, 6,108. 





Milwaukee. Evening Wisconsin, 7. vs ve. Wis- 
consin Co. Average for 1903, 21, 981 ember 
1903, 25,090; Nov 1”, 1904, 27,997 oo. 

Milwaukee, Gamsaie shentee: dy. A oie 
year end’g Feb.,'04, 28,876; av. 0h, 24,808. 

Milwaukee. Journal, daly. ont Co., pub. 
Av. end, Novw., 1904, 86, 688. Nov., 1904, 86, $84, 

Oshkosh, Northwestern. daily. Average for 
1903, 6,488. First six months 1904, 7,228. 

Raeine, Journal, ge ‘daily. Journal Printing Co, 
Average for 1903,8,702 

Racine. Wisconsin a Aomisaiente wethtn, Es" 
tablished 1877. Aver. for 1903, 81. ret 40 
months 1904, 86,754. Advertising, $2.80 per inch. 


WYOMING. 


Charenns, Tribune. Actual daily average for 
1903, 2,709 


k Spri Independent. Weekly avera 
fortes, OBE. First cight months 1904. 1,582. 
BRITISH COLUMBIA. 


Vancouver. Province, daily. bt te Nichol, |! 
coe Average for 1903, &,88 ‘ 
vovember, 1904, 8,188. 


Victoria. Colonist. daily. 





Colonist P. & P. Co. 
8. 


Average for 1903, 8,695; June, 1904, 4,80 
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The Philadelphia 
Bulletin’s Circulation 


Ww 


The following figures show the actual daily aver- 
age circulation of ‘‘ The Bulletin” during the twelve 
months of 1904: 


January . . 159,3¢¢ copies 
February . 186,890 copies 
March. . . 183,83¢ copies 
April . . . 182,6¢9 copies 


May .. . 1¢9,543 copies 
June .. . 185,319 copies 
July .. . 181,543 copies 
August . . 183,404 copies 
September . 185,01¢ copies 
October . . 187,539 copies 
November . 191,168 copies 
December . 190,825 copies 


‘*The Bulletin’s” circulation figures are net; all 
damaged, unsold, free and returned copies have been 
omitted. 

WILLIAM L. McLEAN, Publisher. 


In Philadelphia nearly everybody reads “ The Bulletin.” 
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MANITOBA. CAN. 


Winnipeg, Der ae Western Canada's 
German bewspaper, covers the entire German 
speaking populution—its exclusive field. _Aver- 
age for 12 months ending June 30, 1904, 10,798. 

Winnipeg, Free Press, dail daily and weekly. Av. 
erage for 1903, daily, 1%, > ad weekly, 18,908. 
Daily: November, 1904, 28,267. 

NEW BRUNSWICK, CAN. 

ft. John, Star. Actual daily average for 
September, 1904, 6,806. 

NOVA SCOTIA, CAN. 

Halifax, Herald (©@) and Evening Mail. 
Sworn circulation exceeds 16,000. Flat rate. 

ONTARIO. CAN. 

Toronto. Canadian Implement and Vebicle 

Trade, monthly. Average for 1903, 5,875. 
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Toronto. Star, daily. Average year endin, 
December 3/, 81 S228 GK) “for Dec., 85.294 a 


Toronto, The News. UCargest aumietion of 
any afternoon paper published in Ontario. Arer. 
ist nine mos. ’04,82,187%, Av. for Dec., 87,428. 


QUEBEC, eo gen 
Montreal, Herald, daily. Est. ual 
aver. daily 1904, 28,850 (4); a. %, vs erry 


Montreal, La Presse. Treffle Berthiaume, 
lisher. Actual average 1903, daily 72, 
Average April, 1904, 830.116. 


ub- 
94, 


eet Star,dvy.&wy. Graham &Co. Av. 
or 03, dy. 56.127, wy. 122,269 (1145). Six mos 
end. May 3/,’0%, dy. av. 65,147, wy. 122,157. 





(o ©) GOLD MARK PAPERS©® oF 





(©©) Advertisers value these a 
tbe mere number of copies print 
the sign ©.— Webster’s Dictionary. 


pers more for the class and quality of their circulation than for 
Among the old chemists gold was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory, one hundred and nine are distin 
marks (© ©), the meaning + which is explain 


above from all the others by the so-called gold 


hijeati 





morgen pee under t 
Directory, cost 20 cents 


1s cl 


per line 


having the gold marks in the 


geben “tines (the smallest advertisement accepted) cost 


$20.80 for a full year, 10 oor cent ant or $18.72 per year spot cash, if paid wholly in advance 





WASHINGTON, D. C. 
THE EVENINGSTAR (©O), Washington, D. C. 
Reaches 90¢ of the Washington homes. 


GEORGIA. 

THE MORNING NEWS (@6), Savannah, Ga. 
A ew! r in every sense; with a well-to- 
do clientele, with many wants and ample means, 
Only morning daily within ove hundred miles. 
ceiving this mark 


ILLINOIS. 
in Chee ze 
RIBUNE ads ring 
satisfactory —_ 


hen a 4. 

BAKERS’ HELPER, (@ @), (©), Cuteame. mn My 

Mark” baking G5 best 

known. ceketasee in every ke rsrsy a er Shoey 
KENTUCKY, 

THE COMBEER SOURMAL. (©.©), Louisville, 
daily, Sunda weekly Not only has 
classand —- & Y of ciroulation, but also quantity. 
While an old and conservative newspaper it has 
never lacxed progressiveness. It was the first 

per outside of New York city to introduce ome} 
Kergenthaler linotype machine. It is cai 
every day of the week on a special train < of its 
own to the heart of the wealthy “ Bluegrass 


TRIBUNE (© ©). 





region,” and has a r circulation in that 
territory than any other daily. 
MASSACHUSETTS. 


poston EVENING TRANSCRIPT (©6), estab* 
lished 1830. The only gold mark daily in Boston- 

BOSTON PILOT (©©). every ~ a Roman 
Catholic. Jas. Jeffrey Roche Roche, edito 


MINNESOTA. 


THENORTHWESTERN MILLER 


» — 

~qyl. + 4h. over the I ng ‘The 

—~ 3 ™ om Mark” milling journal (©). 

NEW YORK. 

THE POST EXPRESS (@©). Rochester, N.Y. 

Best advertising medium in this section. 
ENGINEERING NEWS (@0).—The highest tech- 
nical authority in jou ism.—Brooklyn Eagle. 


HARDWARE DEALERS’ ¥ MAGAZINE. 
904, 
BD 1 7 MALLE t Pub. 2 283 Broadway, N. Y. 


nn NEW YORK TIMES 192. “Alithe numa 














ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers; largest os circulation. 


BUFFALO COMMERCIAL © Desirable 
because it always produces satis mm. results, 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
pine MAGAZINE. 


EW YORK — Ae ©). daily and Sun- 
Pn Established 1 A conservative, clean 
and up-to-date A. le, whose readers repre- 
sent intellect and purchasing power toa high. 
grade advertiser. 


CINCINNATI ENQUIIER © , oe 

ential—of world-wide fame. t advertising 
medium in prosperous Middie West. Rates ana 
information supplied by Beck by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 

THE PUBLIC LEDGER (@60), the ¥ news- 
paper admitted into thousands of Philadelphia 
omes. Pepe ape jandmarks: Independ- 
ence Hall and Public Ledger.” Circulation grow- 
ing faster than for 50 years; leader in Financial, 
ucational, Book, Real Estate, Auction, and ali 

other classified advertising that counts. 


THE Fikes yd DISPATCH (QO), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 
THE STATE (@©). Cotambia, 8. C., reaches 
every part of South Carolina. 


VIRGIN 
NORFOLK gate ad ey °) the recogniged 
medium in its tory for investors. Holds 
certificate from the yA A of American Ad- 
vertisers of bona fide circulation. If ros ay in- 
terested, as see voluntary letters - 
vertisers who have gotten splendid results f from 
LANDMARK. 
WISCONSIN. 
THE MILWAUKER, “EVENING — 
(©), one of the Golden Dozen New: 
NOVA SCOTIA, a 
THE HALIFAX HERALD (@©) and the EVEN- 
ING MAIL. Circulation ex 8 16,000, flat rate. 


THE TORONTO GLOBE (ce) 


Canada’s Hotton, hereon United States 
ERREE, New vot 








that’s fit to print.” Net circula’ re) 
hundred thousand copies daily free of returns. 





GHT & 


e 
and Chicago. Le circulation exceeds 50, 
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A Wall of Character Surrounds the Circulation of the EveninG Wisconsin. 
EL WM 
From 50 to 1,000 copies go to the following cities 
and towns in Winconsin: 
Green Bay.......0006 413 | Prairie du Sac........ 58 
Serer 81 | Prairie du Chien 
Hurley...ccccee. soos Cai eae 
Ironwood, Mich..... 121 | Randolph ee 
Kaukauna........... 139 | Rhinelander 
Lake Mille .....s000.. 66 | Richland Center 
Madison........++++. 69 | RIDOD ccccccecesesicss 
Manitowoc .......... 600 | Sheboygan..........- 
DEATRCSED 2.05.0 s0s008 a 
Burlington........... go | Marshfield... ....... 96 | South Milwaukee.... 
Cambria ... +» 58] Mayville...... +» 51 | Stevens Point... 
Cambridge. 68 | Mazomanie . §0 | Stoughton..... 
Chilton..... GS: | DROMABAR 0.00.0.06.0:0 5005 61 | Sturgeon Bay.. 
Columbus .. 50 | Menomonee Falls.... 52 | Tomah....... 
Dartford.... 64 | Menomonie.......... 54 | Two Rivers. 
ee SS ree Ge | Misa sess seve 54 | Watertown.......... 
| 74| Montello............ 53 | Waukesha : 
ie nceia'essiaas GE 2 IE a invcctéu ne cen ee 
ON eee 98 | Oconomowoc ........ 144 | Waupun..... 
a FG | TITER cccccccccccess ee 3 
Escanaba, Mich...... 95 | Pardeeville.......... 60 | Wauwatosa.... > ae 
PRNWREL ssccceve. sss a ee 106 | Westfield............ 53 
Fond du Lac........ 1038 | -Plainfield............ 79 | Whitewater........... 128 
Le eee Bo | PI ss swiciccvess. 61 
Grand Rapids........ OG PORRBerecscicsccnsccs 53 


and in addition there are mailed to 1,200 towns from one to fifty copies each. 





A newspaper of character like the EVENING WISCONSIN has con- 
tinuous readers. The value of continuous readers to advertisers is 
cumulative. 

It is the opinion of Mr. Simon, of the Boston Store, that the 
readers of the EVENING WISCONSIN are worth four times as much 
per capita to the advertiser as the readers of cheap and characterless 
newspapers, 


The average circulation for twelve months was as follows: Jan- 
uary, 23,575; February, 25,753; March, 25,348; April, 25,665; May, 
25,710; June, 26,696; July, 26,550; August, 26,703; September, 26,540; 
October, 27,264; November, 27,861; December, 26,526. 


CHAS. H. EDDY, 


Foreign Advertising Representative, 
10 Spruce St., New York. 445 Marquette Bldg., Chicago. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 


requisite grade and class, cost twenty cents 


er line per week. 


Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 


CALIFORNIA. 
te TIMEs printe oy fl and otherclas- 


one throughout the whole Southwe: 
So—Oue Came a Wo pot mg ty : INSERTION; 
ree cen worn daily average 
— year 198, copies. \ ened circulation 
regularly exceeds 31.00 copies. 


COLORADO. 


HK Denver Post. Sunday edition, Jan. 8, 1905, 
contained 3.880 classified a total of 81 16 


columns. The Post is the big w ant medium of 
the Rocky Mountain region. The rate for Want 
adverusing in the Post is five — per line 
each insertion, seven words to the 


CONNECTICUT. 
ERIDEN, Conn.. RECORD covers field of 50,000 
population; working people are skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,’ 
etc., half cent a word a day. 


DELAWARE. 
Lf people use the EVENING JouR- 
for ‘Want ads.” Foreign advertisers 
can safely follow the home example, 


N Delaware the only daily paper that we 
r antees a es" Every Evening. 

ed advertising | cme ail the 
eeccatssie taba 


DISTRICT . OF €O COLUMBIA. 
Te Washington, D. C., EVENING STAR (e@) 
carries DOUBLE the number of WANT ADS 
any other paper in Washington and more tf 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


OKGIA. 
RE Atlanta JoURNAL carries three times as 
many Wants as its chief competitor. , 


ILLINOIS, 


EORIA (Ill.) JouRNAL reaches over 13.000 of 
the prosperous people of Central Illinois 
Rate, one cent per word each issue. 


bet Chicago DaILy News isthe city’s “Want 

ad” directory. 1t published du: the year 
1993 10.781 columns 4 “classified” advertising, 
consisting of 634,626 individual advertisements. 
Of these 205,556 were transmitted - the DaILy 
NEws office by telephone. No free Want ads are 
published. The Dary News neal excludes all 
objectionable advertisements. ‘Nearly every- 
body who reads the En; lish language in aro und 
or ut tp ad ws the DalLy News,” ” says 
the Post Office Ret 


carries more cls 
other Wi 











INDIANA. 


HE Marion LEADER is recognized as the best 
result getter for want a ads. 


T= Indianapolis NEws during A first six 
months of 1904 printed 66.240 m classified 
poet tape me ro all ne dailies ot aan 
— combin rin sep- 
arate paid Want ‘as ¢ during that 


HE Muncie Star is 





ized Want ad 


2 is the r recogn 
medium of Muncie. It prints four times as 
much classified advertising 
Muncie m bined. 


ly as all other 
dailies co. 





T= HE Indianapolis meat is the Want ad medium 
of Indianapolis. printed during the 
year of 1008 ot 313 ww. ot Want ads. ring 

the month of December the STAR printed 17. 3 
ty of claesified financial advertising. This is 


dianapolis ceeds pee om for the same period. “The 
Decem' 


News ber, 1904 

Sentinel 4,516 lines, and the Sun 2,630 lines. 
Indianapolis STaR accepts no classified advertis- 
ing free. The rate is one cent per word. 


‘HE Terre Haute Stak carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


fPHE Star League, e, composed of Indianapolis 

TAR, Muncie STaR and Terre Haute STAR; 
general offices, Indianapolis. Rate in each, one 
A per word; combined rate, two cents per 
word. 





IOWA. 
HE Des Moines CaprraL gesepeteee the larg 
est circulation in tne city of bes Moines of 
7 hw ee. It is the want ad medium 
Rai e centa word. By the — 
ai per es. It ny published six evenings a wi 
urday the big day. 


KENTUCKY. 
r [2 FE Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper — in any month. Eighteen 
words one week, 


MAIN od 
T= EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
‘q‘HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
ized Want Ad medium of timore. 


MASSACHUSETTS. 
9! CENTS for 30 word: 25 days. DAILY ENTER- 
PRISE, Brockton, , carries solid page 
Want ads. Circulation exceeds 10,000. 


Thr Boston EVENING TRANSCRIPT is the t 
resort ide for New Englanders. ‘lhey 
to find all good places listed in ite adver- 

tising columns, 


‘('HE Boston TRAVELER pi ublishes more Want 
Me oy “tld an other pw ee even- 
in eld, and eve; ve e. 
is paid for at the estab ished rates. “A er 


OSTON GLOBE, daily ai and Sunda: in 1904, 
carried 141,353 more “Want ade than an 
other Boston =. It printed a total of 417.33 
classified advertisements, and every one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts, 


AGINAW ee i Sun- 
ERALD (( 

day paper; result wetter; fA ex- 

cess of 11,000; ic. word; <c. rd; $e. subsequent. 


MINNESOTA, 
PRE ~~} lis OURNAL carried o' 
ie r cent ioore Want ads during 14 ot thes 
any gies onuble wey we A No free Wants and 
no objectio: s 
Te irculation 1903, 57,039; 


r ‘HE St. PAUL DISPATCH is | is the leading “Want” 
medium in the yr relied 
upon by everybod 


me ald cireation. than the ‘other St a 
jailies combin re les at 
Circulation 1903—53,044 ; now OTe. 








bs | 














| 








TT MINNEAPOLIS TRIBUNE is the recognized 
Want ad di of Mi lis and has 





been for many — It is the oldest Minne- 


It publishes over 80 columns of Want 

ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of id Wanted advertisements or the 
amount in volume. 


MISSOURI. 
fae Joplin GLose carries more Want ade 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lic. 


MpPHE Kansas City JOURNAL (every morning 
including Sunday), one of the recognized 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday: 7 to 10 columns 
daily. Kate, 5 cents a nonpariel line. 


NEBRASKA. 
THE L‘ncoln DAILY STaR, the best ‘Want Ad” 
mejium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 Rates, 1 cent 
r word. Sunday Want ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time. DalILv STAR. Lincoln, Neb. 


daily. 





NEW JERSEY. 
BMzssera DAILY JouRNAL covers population 
of 95,000. Largextcirculation. Brings re- 
sults. Only “Want” medium. Cent a word. 





NEW YORK. 
ig vert meng is the best afternoon Want 
ad i in Rochester. 








LBANY EVENING JOURNAL, Eastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N.Y. Great 
est Want ad medium in Westcbester County. 


Binghamton the LvaDER carries jargest pe: 
ronage; hence pays best. BECKWITH, N. Y. 


Romeo NEWS with over 87,000 circulation, 

isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


Ts Times-Union, of Albany, New York. Bet- 

ter medium for wants and other classified 

matter than any other paper in saat and 

——- a circulation greater than all other 
y papers in that city. 


RINTERS’ INK, published weekly. The rec- 
ognized and leading Wantad medium for 
want ad mediums, mail order articles, aavertis- 
— 3 novelties, printing, Laggan me circulars, 
rubber , Office. devices. adwriting, half. 
tone making, and practically anything which 
advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat ; six words toa line. Sample 
copies, ten cents. 


Onto. 
| fy Zanesville the TIMES-RECORDER prints twice 
as many Want ads as any other paper. 


HE Zanesville S1GNAL reaches 64 towns in S. E. 
Ohio, also 68 rural routes; c. a word net. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium. ic. per word. Largest circulation 


Tes MANSFIELD News publishes daily more 
Want ads than any otber 20,000 population 

a 20 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 





OKLANOMA. 
HE OKLAHOMAN. Okla. City. 9,401. Publishes 
more Wants than avy four Okla.competitors, 


PENNSYLVANIA. 


ILKES-BARRE (Pa.) Times Circulation over 
11,000 daily, Classified rate, 5 cents a line, 
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gi lee Chester, Pa., TimEs carries from two to 
five times more classifled ads than any 
other paper. 





Beer Want ads pay. because “in Phila- 
delphia nearly everybody reads THR BUL- 
LETIN.” Net daily average circulation for the 
year 1904, 183,103 copies, (See Roll of Honor.) 


VERMONT. 
ij ag Burlington Daity News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutel, to 
any advertiser in Burlington territory. 


VIRGINIA, 

T HE News LEADER, geaies every afternoon 

except Sunday, Richmond, Va. Largest 
circulation by jong odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance, no advertisement 
counted as less than 25 words: no display. 


WISCONSIN. 
N°? paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


aa GAZETTE, daily and_ weekly, 
e reaches 6,500 subscribersin the million dol- 
lar Wisconsin tobacco beit, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


, pee MILWAUKEE SENTINEL not only leads its 
field in both display and classified, but car 
ried more than one-half of all the classified car- 
ried by the five Milwaukee evening and morning 
papers combined. 
Daily, 7c. per line; funder 
acca SENTINEL C 
Ss. 


10c. per line; lower 
MPANY, Milwaukee, 


CANADA. 
NHE Halifax HERALD (©©) and the Mair—Nova 
Scotia’s recognized Want ad mediums. 


lite PRESSE, Montreal. Largest daily circula- 

tion in Canada without exception. (Daily 
85,500, Saturdays 105,000.) Carries more want aas 
than any French newspaper in the world. 


NHE DAILY TELEGRAPH, St. John, N. B., is the 
ant ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum charge 23 cents. 


f pe Toronto DAILY STAR is necessary to any 
advertiser who wants to cover the Toronto 
field. Carries more general advertising than 
any other Toronto paper. Sworn daily average 
circulation, December, ’04. 35,294. 


fP.HE Montreal DAILY STAR carries more Want 

advertisements than all other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more Want advertisemeuts 
than any other weekly paper in Canada. 


PARTICULAR feature of the Toronto EvEN- 

ING TELEGRAM’s Classified advertisements 

is that they are all true to their headings; there 

are no e, improper or doubtful advertise- 

ments accepted. This gives the public perfect 

confidence in them, and next to the ‘e circu- 

lation is perhaps the greatest reason why they 
bring such spleudid results to the advertisers. 


HE Winnipeg Frere Press carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature then are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FRKE PRESS car- 
ries a larger volume of general advertising 
than any other daily -~aper in the Dominion. 


BRITISH COLUMBIA. 
T= Victoria CoLonist covers the entire prov 
ince of British Columbia (branch office ir 
Vancouver). More “WANT” ads appear in the 
Sunday CoLonisT than in any other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies free, 
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Theory in advertising is a beau- 
tiful thing and the nerve it takes 
to make and spend a big publicity 
appropriation is admirable in the 
extreme. 

But what is the good of it if sales 
do not result in adequate volume? 

Most advertising campaigns 
lack a keen cutting edge. 

Much of the force is lost because 
the publicity is not reinforced by 
a proper selling organization— 
which means printed matter, cata- 
logs, follow-up and mail drum- 
ming matter and salesmen, all 
working in harmony—all working 
with enthusiasm toward the one 
ultimate object of good sales. 

It is because we understand all 
of these things that our campaigns 
are usually successful. 

We are not satisfied to work 
perfunctorily and draw a com- 
mission. 

We do not wish to tear down 
existing methods of our custom- 
ers. We do not upset anything. 
We simply take the present force 
and add our own elements of 
strength to it. 

We infuse enthusiasm into even 


Sales 


EAE 
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the most lethargic salesman, be- 
cause we show him how our work 
is in his interest as well as in that 
of his house. 

Part of the work we dois already 
done in most houses, but it is not 
systematic or coherent—it is made 
of separate and somewhat unre- 
lated units when it should be one 
complete, interdependent, smooth- 
ly operating machine. 

All this being somewhat aca- 
demic we wish to emphasize our 
point with the concrete statement 
that we can positively increase the 
sales of any business and increase 
them at a profitable cost. 

And we wish to hear from those 
who would like a proposition for 
a fairly definite increase at a 
definite price. 

It may be well to say that we 
do not handle medical advertising, 
nor advertising of any sort that is 
excluded from such magazines as 
the Century or the Ladies’ Home 
Fournal., 





The Bates Advertising Company 


CONVERSE D. MARSH, 
Chairman of Executive Committee 


182 William Street, New York 
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PRINTERS’ INK. 


A JOURNAL FOP ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


ween 
tw Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five doilars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always ble to supply back 
numbers, if wanted in lots of 500 or more, but in 
od ~~ cases the charge will be five dollars a 
uD 


wrrnm 
ADVERTISING RATES: 

Advertisements 20 centsa line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepege ($40). 

Vor specitied ition selected by the adver- 
ti ay it granted, douvle price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year,may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata 

Two lines smallest advertisement taken. Six 
words make a line. 

| tid appearing as reading matter is in- 


serted free. 
All advertisements must be handed in one 
week in advance. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 
ween 


Cuar.es J. Znice, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,.50-52 Ludgate Bill,EC 


NEW YORK, JAN. 18, 1905. _ 


THE Hartford 7Zimes’ circulation 
statement shows that 300,000 more 
papers were printed in 1904 than in 
1903, and the daily average for 1904 
was 17,547 copies. 

















THE New York Press sends 
out a circulation certificate 
(No. 148) of the Association of 
American Advertisers. It is dated 
December 20, 1904, embraces the 
period beginning with the six- 
teenth day of May and ending with 
the twelfth day of November, 1904, 
or as may be recalled the period 
of the last Presidential campaign. 
The average number of copies cir- 
culated during said period is as- 
serted to be 101,350 each week-day. 
It would still be in time for the pub- 
lisher of the Press to make a de- 
tailed circulation statement for the 
whole year of 1904, date and sign 
it and then send it across the street 
to the office of Rowell’s. American 
Newspaper Directory, on the sec- 
ond floor of 10 Spruce street. If 
promptly attended to the Press 
could thus secure a figure rating 
in the 1905 issue of the Directory 
free of charge. 


ENTER quietly, state your busi- 
ness and leave us to our labors. 
Business requires all the time and 
thought we can give it without en- 
couraging idleness, 





In the appointment of Charles 
F. Dodd as business manager of 
the Newark Evening News, Mr. 
Wallace M. Scudder, the proprie- 
tor, has rewarded a faithful em- 
ployee. 





SEyMourR EATon’s tea and coffee 
advertising, which appeared in 
many Magazines preceding the 
holidays, was inserted in the New 
York Evening Post as a page an- 
nouncement. All this advertising 
was of a mail-order character, and 
accurately keyed. Mr. Eaton, in 
a letter reproduced by the Post, 
states that in proportion to ex- 
pense the results from that paper 
went ahead of all his advertising 
of coffees and teas, which appeared 
in some twenty weekly and month- 
ly publications. 


THE publishing house of Wil- 
liam Wood & Co., New York, pub- 
lishers of the Medical Record and 
many medical books, is one hun- 
dred years old, and is said to ante- 
date any publishing house in New 
York with the single exception of 
the Methodist Book Concern. Since 
its establishment in 1804 _ by 
Samuel Wood, who opened in that 
year a bookshop in Pearl street, the 
business has remained under the 
management of one family, the ac- 
tive head to-day being William H. 
S. Wood, who is also president of 
the Bowery Savings Bank. Soon 
after opening his store Samuel 
Wood set up a small printing press 
and began to publish primers and 
other books for children. The first 
of these publications, issued in 
1806, was called “The Young 
Child’s A B C, or First Book.” In 
the course of time the sons and 
sons’ sons were one after another 
taken into partnership as_ the 
elders retired, and under the in- 
fluence of William Wood and of 
his son, the senior member of the 
present firm, the business of the 
house became gradually specialized 
in the direction of medical publi- 
cations. 
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Ever bear in mind the value of a 
pleasant attitude and the appear- 
ance of being prosperous. 


THE trustees of the Postal Reform 
League give a banquet on the rgth of 
January at the New Cadillac hotel, 
New York City, The meeting is de- 
voted to the furtherance of the 
League’s activity in behalf of postal 
reforms and legislature. 





A LETTER addressed to “Ben 
Franklin, publisher Saturday 
Evening Post, Philadelphia,” was 
recently delivered to that paper. 
The writer had not heard, evident- 
ly, that Ben had sold the paper. 
He was an astrologer, and wanted 
an advertising rate. Mr. Spauld- 
ing replied that the Post’s rate was 
$3 a line, but did not apply to this 
class of business, which is not ac- 
cepted. Incidentally, he broke the 
news, as gently as possible, that 
the late Mr. Franklin was no long- 
er in control, having relinquished 
the same upon his demise in 1790. 

THE editor of Rowell’s American 
Newspaper Directory, in his efforts 
to correctly rate newspaper circu- 
lations, has to deal with two 
classes of newspapers that are not 
always easily suited with the rat- 
ings accorded to them although 
they are confessedly unable to sup- 
ply information upon which an 
accurate rating can be based. In 
the issue of the Directory, now 
undergoing revision, these two 
classes will be indicated by the signs 
shown at the head of this para- 
graph. 

The paper designated by the 
white quadrilateral 


admits that no such record:of cir- 
culation has been kept as would make 
it possible to prepare such a statement 
as the Directory requires from other 
papers with which this one is likely to 
be brought into competition. 

The black quadrilateral means 
something more, viz.: 

This paper admits that no such record 
of circulation is kept as would make it 
possible to prepare such a statement as 
the Directory requires from other pa- 

ers with which this one is likely to be 
Sought into competition, and yet this 
paper gives out figures PURPORTING to 
represent the average for a year. 
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Tue Minneapolis Journal issues 
a book containing the leading car- 
toons of “Bart” for the past year, 
and with it a diagram showing the 
amount of advertising carried in 
the Minneapolis and St. Paul dail- 
ies during 1904. In foreign busi- 
ness the Journal led with 3,500 
columns; St. Paul Dispatch 3,400 
columns, Minneapolis Times 2,800 
columns, St. Paul Pioneer Press 
2,000 columns, Minneapolis Times 
1,800 columns, St. Paul Globe 1,450 
columns. The total amount of ad- 
vertising, local and foreign, was: 
Journal 18,000 columns, Tribune 
17,500 columns, Dispatch 16,000 
columns, Pioneer Press 11,000 col- 
umns, Times 9,500 columns, Globe 
8,500 columns. The Journal terri- 
tory in Minnesota, North and 
South Dakota, gave to the world in 
1904 agricultural products worth 
$811,000,000 and manufactures 
valued at $223,800,000. Its bank 
clearings were $860,000,000, or 
greater by $120,000,000 than any 
previous year. 





THE following magazines were 
received too late for inclusion in 
the Little Schoolmaster’s January 
review of the monthlies. Their 
showing of paid advertising was: 

Pages Agate Lines 


Review of Reviews.... 112 25.536 
Atlantic Monthly...... 4t 9,773 
Field and Stream...... 28 4,648 


The largest bank advertisement 
ever printed in a monthly maga- 
zine is found in the January Re- 
view of Reviews, in the form of a 
double-page insert for the Union 
Trust Company, of Pittsburg. The 
Standard Sanitary Mfg. Co., Pitts- 
burg, has a four page “reader” on 
tl.e modern bath tub, and the Mer- 
chants and Manufacturers’ Asso- 
ciation of that city has a four- 
page “reader” on Pittsburg’s busi- 
ness opportunities, natural re- 
sources and commercial awaken- 
ing. There is an article in the body 
of the magazine on “What the 
People Read in Austria and Bo- 
hemia,” dealing with the newspa- 
pers and periodicals of those coun- 
tries. In the January Aflantic 
Monthly appears an article on 
“The Country Store” which, in 
some ways, refute the claims that 
mail-order houses are _ driving 
country merchants out of business, 
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THE average circulation of the 
Philadelphia Bulletin for 1904 was 
183,103 copies daily, net, and the 
monthly averages grew from 160,- 
000 in January to 190,000 in De- 
cember. This, according to the 
editor of the Bulletin, places that 
paper “among the six most widely 
circulated daily newspapers in the 
United States.” 





In sending out a financial state- 
ment for the past year the Ameri- 
can National Bank, Waynesburg, 
Pa., takes occasion to outline its 
stand on the advertising question 
as follows: “We have no presents 
to send you in the shape of sou- 
venir pocket-books or special tab- 
lets, but sumbit for your careful 
consideration a statement of the 
business of the bank during the 
past ten months. We do not be- 
lieve in advertising through the 
public press, no more than a re- 
spectable physician or lawyer 
would think of doing, believing that 
“a good thing” sooner or later will 
be found out by the public, and that 
“acts speak louder than words.” 
According to information received 
from the Waynesburg /ndependent, 
two of the four banks in that town 
advertise liberally, and as a result 
are forging ahead rapidly, being 
on the Bankers’ Roll of Honor. 
When a bank disbelieves in ad- 
vertising, in the Little School- 
master’s opinion, it would better 
keep the fact mum. Expressions 
of disbelief do no good, and re- 
flect on the commercial alertness 
of any bank or business house in 
these days of universal publicity. 





THE ADVERTISING GOLF 
TOURNAMENT. 


The first golf tournament of ad- 
vertising men, held at Pinehurst, 
N. C., January 9 and 10, was at- 
tended by forty-seven players, of 
whom more than half were from 
New York and vicinity. The feat- 
ure of the first day’s play was a 
close fight for a gold medal offered 
as a prize for the best score in the 
qualification round. Frank Pres- 
brey won by a single stroke with a 
score of 52, against the 53 of W. 
C. Freeman and the 95 of James 
G. Batterson. Five cups were of- 





fered for as many sets of eight. 
Those who qualified in the five di- 
visions were: 

First Eight.—Frank Presbrey, New 
York, 92; William C. Freeman, Mont- 
clair, Hs. Js). On  . G._ Batterson, 
New York, 95; L. T. Boyd, Miiwaukee, 
Wis., 97; . W. Priest, Swampscott, 
Mass., 973 H. W. Ormsbee, Brooklyn, 
98; R. Wilsey, New poe. 98; Paul 
Ra Montclair, N. J., 100. 

Second Eight. Soong ce Dutton, 
Boston, 100; W. Hotchiin, Mont- 
clair, N, J., 101; Fa ee oh a: North 
Conway, N. Ha ro2; D. H. Hostetter, 
Pittsburg, 104; H. E. Croll, Englewood, 
N. J., 104; G. et " Gardener, ag en 
Mass., 104; W. R. Roberts, Philadel- 
phia, 105; W. Smedley, 105. 

Third Eight.—J. D. Plummer, Spring- 
field, Mass., 106; A. L. Thomas, Chi- 
cago, 107; ‘A. S. Brownell, New York, 
108; R. R. Mamlok, New York, 108; 
A. B; Higgins, New York, 108; Dr. F 
Schavoir, Stamford, Conn., sgt Alex- 
ander McGregor Boston, 109; J. A. Ted- 
ford, Rye, N. Y., 09. 

Fourth Eight. "OM. H. Marlin, New 
Haven, Conn., 109; C. C. Burnam, New 
York, 109; S. L. Allen, Moorestown, 
N. z;. 111; H. W. Smedley, Philadel- 
phia, 111; ’R. B. Whiting, New York, 
112; James McCutcheon, New or 
112; J. B. Woodward, New York, 112 

W. Carter, Meriden, Conn., 114. 

Fifth Eight.—C. H. Eddy, New York, 
116; E, N. Erickson, Plainfield, N. 3. 
116; S. P. Ayres, White Plains, nm: Y., 
116; R. S. Peele, New York, 116; ._H 
Hawley, New York, 116; G. H. Ol iring, 
Richmond Hill, L, I, 118; W. S. L. 
Hawkins, Springfield, Mass., 119; M. B. 
Byrnes, New York, 119. 

In the final play the first cup 
was won by James G. Batterson, 
New York; second cup, George C 
Dutton, Boston; third cup, J. D. 
Plummer, Springfield, Mass. ; 
fourth cup, C. C. Vernam, New 
York; fifth cup, C. H. Eddy, New 
York. The tournament was at- 
tended by advertising men from 
Chicago, Milwaukee, Springfield, 
Mass., Boston, Philadelphia and 
New Haven. The weather was 
clear and still. Asa result of the 
meeting a permanent organization 
known as the American Associa- 
tion of Advertising Interests has 
been formed, the purpose being to 
hold annual competitions. The 
following Board of Governors was 
elected: President, Frank Pres- 
brey, New York; vice-president, 
William C. Freeman, New York; 
secretary and treasurer, William 
H. Beers, New York; A. S. Hig- 
gins, New York; W. R. Roberts, 
Philadelphia; L. T. Boyd, Milwau- 
kee: J. D. Woodward, New York; 
M. H. Marlin, New Haven, and 
A. L, Thomas, Chicago, 
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THE Stamp-Lovers’ Weekly, a 
new philatelic journal published at 
Bethlehem, Pa., refuses advertising 
for single insertion on the general 
principle that only continuous ad- 
vertising pays and single insertions 
hurt both the paper and the ad- 
vertiser. 


READERS of PRINTERS’ INK have 
expressed a desire to know how 
the double-page ad of the Phila- 
delphia Bulletin, in the issue of 
January 11, was made. H. I. Ire- 
land, of the Ireland Advertising 
Agency, Philadelphia, describes the 
process. “The original photo- 
graph from which this half-tone 
was made is made up of about 250 
individual photographs of _per- 
sons,’ he says. “Each was photo- 
graphed on a separate negative, 
cut to shape, the edges treated to 
allow close pasting, and after a 
series of chess-board maneuvers 
to get each in right, the figures 
were pasted down flat upon a mat 
nearly four feet in height. One 
phase of the work on which the 
best commercial photographers 
have commented has been the right 
perspective. One of the best in the 
country said he would have con- 
sidered it a single photograph 
taken of a grand-stand or theatre 
group on first glance, if it were not 
for the fact that it is an utter im- 
possibility with the present degree 
of photographing which the camera 
has to take a group of any such 
size with trueness to details. An 
outline of how we succeeded in 
getting this perspective may be of 
interest. First, we decided upon 
the approximate number of rows 
of people that would be used, then 
cut various sized elliptical open- 


ings; the one for the faces in the 
second row being a little smaller 
than that for the faces in the first, 
until at the back of the picture the 
size had dropped off tothree-eighths 
of an inch, while in the front row 
each face was approximately two 
inches in height. From the first 
the approximate row in which each 
character was to go was definitely 
mapped out with the result that 
when prints of each of the two hun- 
dred and fifty characters had been 
made it became a comparatively 
easy matter to regulate the position 
of each figure. From this point on 
the work proceeded along the usual 
lines for handling composite pho- 
topraphs, each print being care- 
fully pasted down and completely 
retouched as to background, in 
order to make a united whole of 
the group. When this had been 
done we had a large composite 
photograph, four feet in height, 
from which any first-class engrav- 
ing establishment could make a 
half-tone without difficulty. Some 
persons in the rear rows were snap- 
ped in Independence Square, but 
with the exception of possibly fif- 
teen such cases, every figure in the 
photograph represents a study in 
which the model, the costuming 
and the position were made to con- 
form to an outlined list of char- 
acters which had been decided 
uzon before the photographing was 
put in hand. There are no dupli- 
cates on the entire photograph, al- 
though it is true that some models 
have been’ posed in various cos- 
tumes. This part of the work was 
the most trying in the whole photo- 
granh, since each type must carry 
out the meaning, yet all elements 
of caricature must be void.” 














The publisher of the Minneapolis, Minn., Journal, the Red Bank, N. J., 
Register and the Oakland, Cal., Herald, have each paid Rowell’s American 
Newspaper Directory one hundred dollars for guarantee of their circula- 
tion ratings in the Directory. The certificates were issued January 7 and Io, 
1905. Photographic reproductions may be observed elsewhere in this issue 
of the Little Schoolmaster. The Guarantee Star isa distinction of such 
an extraordinary character that it ought to interest all publishers who might 
be eligible to the Star Galaxy, which is at present made up of the following 
publications, including those already named above: the Philadelphia Bu/- 
letin, Denver Post, Kansas City Star, Minneapolis 7ribune, Pittsburg Post, 
Los Angeles Saturday Post, Peoria, Ill., Star, the Toronto, Ont., Mai/ and 
Empire, and the Minneapolis, Minn., 


Farm Stock and Home. 














New York City, JAN 7- 1905 


INECEIVED of the Publisher Mite, Mee ze ee 


One Hundred Dollars " 


for guarantee of circulation rating in Rowell’s American Newspaper Directory. 


THE hy) Ing PusiisnHinc Company, 
¢ anager, 


I) spaper Directory. 
— GUY 








$100.00 











GONDITIONS. 


The absolute of a cire rating In Arabic figures in Rowell’s American News: ir Direct based upon a satisfactory statement from the publisher 
ofa paper, of the sctual issues for a full year, is | fuarantced by the Directory wolishers, under eterteiture of be hundred dollars, pezen to the first person Sho euc- 
ment of one hundred dollars to the publishers of the £ rectory ae 8 perm rmans ane easier The puaranice ie perzetuel solong ss the bewepater tarnishes statements im aevell 

anent de} ° 
@aly auth and the D to be published. e money paid is not returnable to the publisher at any time or under any circumstances, 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 





RECEIVED of the Publisher of 
One“Ftundred Dollars 


for guarantee of circulation rating in Rowell’s American Newspaper Directory. 














3 in Row American r Directory, based upon a satisfactory statement from the publisher 
ofa paper. of the actua) issues for a full year, is ntieed botthe Directors publisuerss woes a firteivere of Ose hundred ‘dollars, payable to the frst person who suc- 
fesat of gue sunaed salars tothe puuaners St tue Directory tea perasonémt deposit. The puareutre is erpetual so Vong aa the ne wepaper furnishes caremests i Gata 

e ase anen rani so long as the new 
@uly authenticated, and the Directory continues to be published. ‘The money pala ts Bot +f le to the publ Qt apy time or under any circumetences. 
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GOOD METHODS. 


Ferp. T, HopPkKINs, 
Proprietor and Manufacturer of Dr. T. 
Felix Gouraud’s Preparations. 

No. 37 Great Jones Street, 

New York, Jan. 7, 1905. 
Editor of PRiIntERs’ INK: 

We note with interest the article re- 
garding our method of advertising in 
your issue of December 28th. You are 
correct in stating that the copy must 
be good or good money would not be 
paid for publishing it. This is cer- 
tainly so, and the mere fact of this 
copy being run so long is sufficient 
proof that it pays, and sells Oriental 
Cream, as we seg done no other kind 
of advertising to speak of in the last 
thirty years, and the sale of Oriental 
Cream is steadily increasing right along. 
Of course everybody must take into 
consideration that this article is one that 
contains merit otherwise it could not 
have existed 60 years. No article could 
stand this test of time and not, have 
merit, even if it was advertised in the 
most lavish manner—greater than we 
do ours—as the public in this length of 
time would become thoroughly acquaint- 
ed with it, and find out that it was a 
useless article and a using it, when 
the sale would gradually fall away, and 
in time any amount of "shhvestising done 
would be useless. We believe you will 
agree with u§ in this statement and 
hope you will, as we think a copy that 

ays and brings results, is better to 
fold on to than something newer and 
more up-to-date which has never been 
tried. It is an honest fact that since 
Oriental Cream was first put on the 
market, thousands of other face prep- 
arations have appeared, but there are 
none up to this very time that have 
been able to continue right along in- 
creasing their sale, continue its advertis- 
ing arid make enough money to pay its 
way along. They have all made big 
splurges, sold good for a while, but 
died out simply for want of merit or 
mismanagement by too much advertis- 
ing, which no toilet article can stand, 
as the sale is limited, more so than any 
other kind of a proprietary article that 
can be put on the market; and it is sim- 
ply on account of our copy being small 
and effective that we have been able to 
continue ans year in and year 
out and pay our bills. This, we believe, 
goes to show that our method is good. 

I might also state while writing you 
that we are at the present time placing 
our advertising for the coming year. 
You might like to place this in your 

eneral news for information to pub- 
ishers, 

We would be pleased to hear from 
you further on these subjects, and 
remain, Yours very truly. 

F. T. Hopxtns, Propr., 
By F. T. See, Jr., Mgr. 


To demonstrate rs investment value 
of the lots in University Heights, near 
San Diego, Cal., the Ralston Realty 
Co., of that city, rints a portfolio of 
fac-simile letters from California real 
estate men, giving their individual opin- 
ions as to its future prospects. The 
idea is novel and convincing. 


NUMBER OF FEATHERS ON A 
HEN. 


An American co oy! that manufac- 
tures a, feed has recently drawn 
no end of notice to itself by a guessing 
competition as to the number of feathers 
on a hen. Thousands of guesses —o 
received. One competitor, evident] 
the look out for a catch somew Bonn 
estimated ‘‘none at all.” From _ this 
the guesses ran up into the hundreds of 
thousands, and even into the millions, 
the highest estimate being 600,060,017. 
The correct number proved to. be 
8,120, and was announced by the com- 
pany with a feeling of “pardonable 
pride in having contributed to poultry 
science an item of information actually 
new.” —Advertising News, London, 


oo 
RUMORED IN ENGLAND. 

The young women of Menominee, 
Michigan, have organized a “Silk Stock- 
ing Club,” for the purpose of advertis- 
ing the town. The members of the 
club bind themselves to wear only black 
silk stockings and Oxford shoes, Round 
the ankle of the stockings is to be this 
inscription, worked in white silk, ‘“Me- 
nominee is a Good Town.’ *— Advertis- 
ing News, London. 











Advertisements. 
All advertisements in “ Printers’ Ink” cost 
twenty cents a ,-~ opel each insertion -. of a 
line per rs per cent discoun 
deducte f paid f for | ——_ of a4 abl. 
po pe arly contract 
wholly in davance ot. rst ae eae 
Piaplert ee te 7 By A ge Vo meng 
— Fe ~ ad ed position 
ask ‘or an « rertioentent an pane hg 
double price will be demanded. 


WANTS. 
ANTED—Manufacturers’ handle 
W our line of pecan Mpa Rdg sT. 


LOUIS BUTTON CO., St. Louis, Mo. 


I ORE than 247,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats eats any two other papers. 


W £5... PRESSMAN, comp wy a strictly 
sobe 7 Gesine es a change, A 
P. O. Box or, Nn. Y. City. 


pouroxs , pron! 1 for com competent newspaper 
orkers in all aoe ents. Write for 

booklet. FERNALD’S N WSPAPER MEN’S EX. 

CHANGE, 368 Main St., Springfield, Mass. 


ONCERNING TYPE—A Cyclopedia of Fve 
da: ‘on on eae for the Now Printer adver. 
tising } t ** wise’’; 50c. postpaid; 
ag’ts wait js Me AY ‘ARNELL, mt een? 8t., N.Y. 


ALESMEN—Experierced salesmen wanted by 
She jomanate gh _—€ aph Lp 


[omy liberal Genie with, “Tien “LITHO- 
GRAPHER,” 373 & 375 Broadway, New York. 


VERY ADVERTISER and mail-order dealer 
a ad THE WESTERN MONTHLY, an ad- 
vertise zi Larg ot circul 4 
advertising Supel in mers ica, Sample 
fre —~*" -y MONTHLY, Pa aib are, Grand 
Ave., Kansas City, Mo. 


URBLISHERS : »—Beperionens Circulation Man- 

ager open for position Feb.1. My methods 
are up- and bring success. Single, 28, and 
a bustler. If ny have permanent position at 


living a) address 
- J. V.8., a care Printers’ Ink. 


ALARIED MEN—If yous ve are looking for 
sition of any send for applicat on 
blank. All clases or reliable men whose creden: 
tials have been thoroughly and eteety in- 
vestigated. furnished free to e: 

CREDENTI aL EMPLOYMENT  RUREORATION, 
253 Broadway, New York, 
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¥ yonene y a good salary to a man, who can 
re yin ty one now, to act as business 





or pA LT. of per, 33 years 
old ond knows the business, address 
Printers’ Ink. 


Qme= MANAGER AND RATE MAN, at pres- 
ent connected with a leading agency, desires 
to make & change. page well qualified 
to take fu.i charge of books and correspond- 
a. Thoroughly familiar with raves and me- 
iums. 
Address “‘C.,” Printers’ Ink Ink. 


ANTED—Two — men, not under 30, 
whose experience leads them to believe 
that they are born store managers, extra- 
ordinarily energetic, comprehensive men, able 
to successfully cope with eme oo to = 
and hold trade. Address, gi mpiete d 
tails about self and experience, CEXTRAOR- 
DINARY,” care of ters’ Printers’ Ink. 


V J ANTED—By a — high class advertising agency, 
an experienced adwriter who can 

ood selling plans of others and produce Hannon 

uladvertising copy for them, n who is cap- 
able of earning good — desired. —e an 
agency man or an advertising manager fora 
national advertiser preferred. 

State experience and send complete samples of 
work. Address 
‘ *§. L..” Printers’ Ink. 


SITIONS OPEN—We have hundreds of high 
grade b and 


pa; 

ing fom $1,000 to $5,000 a year, but we area's 
enough capable, experienced men to fill them. 
If you believe you are the right man for any of 
— places wri y for booklets. We have 

in large cities and offer the surest 
method of  maeeting 7s year we A for every 
cent it GOODS (I - ), Brain 
Brokers, Suite 511, 309 nek oe New York. 


YOUNG MtN AND WOMEN 

of ability —, seek positions as adwriters 
and ad managers should use the classified co!- 
umns of PRINTERS’ ixx, the busivess journal for 
advertisers, published weekly at 10 Spruce St.. 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


AN well established publication of 1 
circulation andin good standi' 





ot 
any publication, and especially strong = the 
Seed handling of advertising, by ad- 


we seen OPPORTUNITY,” 
Care of Printers’ Ink. 

ANTED—Clerks and others with common 

ool educations only, who wish to qual- 

ify for ready positions at $2 a week and over, to 

write for free copy of m. ead new prospectus and 

ee ote leading concerns every- 

where. One grad is 8.000 | on ‘+3 

and an 4 

clothing * adwriter in New ‘Yo Tun oe owes ms sd 

cess within a ~~ months to my teachi: gs. De- 
mand arg ey. 

GEORGE H. POWELL, Advertising and Busi- 

ness Expert, 82 Temple Court, New York. 


ADDRESSES FOR SALE. 


1 2 5 ADDRESS#S on rural routes out of 
b] Greeley. ge a and 
perseed. just comp Lhe 


e head of family, 
addre-s, occu jon, ek, r4 owner, name of 
wife, and children over fifteen years; $1. TRIB- 
UNE, Greeley, Colo. 


PRI? VT) TERS. 


| oo <- . Write R. CARLETON, Omaha, 
Neb., for copyright lodg lodge cut catalogue. 

E print catal es, gues, booklets, circulars, adv. 

matter—all kinds. W Sw. for prices. THE 
BLAIR PTG. CO., 514 Main St. Main St.. Cincinnati, O. 


ooD PRINTING—600 enve srvslones $1.50; 1,000 for 
Other < 7% a rate. SUN 
PUB. CO., Paulsboro, N. J. 


— 
POSTAGE STAMPS. 


} IGHEST price for unused stam R. 
ORSER, 185 Dearborn St., Caseage,’ ml. 











E. 


NEWSPAPER BROKER. 
Fea SALE—Only daily in ony of 14,000 in west- 
ern Penn., with Cox Duplex press and lino- 
, doing a ess of over $1,000 per month. 
publican SS iu on county. # — 
$200. It pushed, bi 


an be made 
Proposition a B. rs ‘KINGSTON, News: 
paper Broker, Jackson, M: 





ART PHOTOGRAPHS. 
D T « Genuine photos from 
N URE STUDIES. G MODE sR LEAGUE, 
O. Box 7, Wash., D.C, 
PRINTING. 


— prices. MERIT 
ESS, Bethlehem, ! 


2 enna nA 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(©©). 253 Broadway, New York. 
fascist 


PUBLISHING = OPPORTUNI- 


PP eHEse Bot 


Eye organs are often failures 
Because they are not taken seriously. 
There is no reason 
Whya ee pt = 
age es Hoe = 
owning a pubi i i 
if. it were i pruperiy ay , 
sell pul roperty exclus: ee 
bua ERS ON p. HAR. a 
253 a tly New York, 
8 Eee 


TRADE MARKS. 
IP RADE MARKS, Heaulines, Illustrations. 8. E, 
LOWENBACH, 1516 W. Fayette,Baltimore,Md. 
fs onal dies 
MAIL ORDER BUSINESS. 


Ciiname’and ‘ad FREE, any quantity, with your 
name and address. --* em out with 





ee mail and poms. turns at no cost. 
e fill orders for one-hal: ‘the receipts. Snap 
for ali mail-order dealers. ‘MANAGER‘,” P. O. 
Box 2656, Boston, Mass. 


Scan aa 7 
CARBON PAPER. 


Wx, pay. fancy prices. 7 for carbon , os 
“Clark’s Koyal’’ Typewriter Carbon Pape! 
is the yi 4 quality, the most lasting, an ‘and 
sold at a box of nine dozen sheets, prepaid. 
Packed so as to reduce the waste to a minimum. 
CLARK & eeatss 
00 Gold Street, N.Y. 


ee... 
BUSINESS PROMOTION, 


USINESS expert who has devoted a life’s 
study to problems that exist in all businesses, 
can help overcome your troubles in the profit 
matter—whatever your line—and outline suc- 
cessiul 2 > od money-getting a “4 
Pee enact stig conmaena 
on. rrespon pone 8i confiden 
PR ation Corresponde aso, 


PREMIUMS, 


ELIABLE gooas are trade builders. Thou 
sands of suggestive premiums suitable tor 
publishers and others trom the foremost makers 
and wholesale aeaiers in —— and kindred 
lines, 500-page list price illustrated catalogue, 
gabe ed annually issue now ready; tree. 
MYERS CO.. ‘ow. 48-50 52 Maiden Laue, N.Y. 





DECORATED TIN BOXES. 


Ts appearance of a packs a pattege ofttimes selis it. 
You cannot imagine how beautifully tin 
boxes can be decorated and how cheap they are, 
until you get our samples and quotations. Last 
year we made, mosey Rey y other things, over 
Sinbone andre enates fe dey ae 
eli Xe8 a) or the tin desk re- 
minder — “Dol > Now.” i ; 80 are 
any — les you may desire 

RICAN $ STOPPER COMPANY, 

Verona Street, 


Brooklyn, New York. 
The largest maker of Tin Boxes outside of the 
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FOR SALE. 


P's SALE—Democratic weekly with job office, 
wn gine good business; growing Kentucky 
$2,500. WALESBY. | Louisville, Ky. 


Press FOR SALE—Fine Campbell Press 41356 

absolute register. No better distr ib- 
utorin market. For particulars address *M.,’ 
Printers’ Ink. 


AIL-ORDER BUSINESS FOR GAL B— Running 
one year; good reason for I=] a a pe 
chance to make ones: price oar, 
part stock.if desired. Di. GA MEDICINE C 0. 
ockland, Maine. 


WRITERS AND ILLUSTRATORS. 


RITERS, compilers, designers, illustrators, 
Our work is eriginal,con 
ive—‘‘sells the gvods.”’ May we not hear from eH 
HELLEK- BARNHAM, Globe Bidg., Newark, 
—+or 


SIGNS. 


7™ National sans appeounnatcn that 
preg mg by Hoke-Process Big 
placed on idee re stores handling 
bd goods, stands a 50 per cent better 
chance of success. 
The .cost uf a 2x4 foot is approximately $1, 
“and itis good for t as five years. Many 
ve lasted longer. 
It is better than an in-door sign, because the 
thousands who deal at other stores also see 





hand-painted sample, showing how your arti- 
cle will look iu eres will cost us a g 

more than a dollar, but we will make 

one for any rated business house, and pre- 

pi _—— charges, on_ receipt of 50c. in 


The Sam > eke iT bows, New York. 
sau 6 ie ¢ t 62d St. (North River), 


INDEXES. 

EST’S BOOKKEEPER’S INDEX—Superior to 

eng Rn ae eres setenees 
as or ly arranged. ways plenty room 
No transferring to othe; books. Namesinstantly 
located. rice, $1.00 each, delivered. State 
whcther you want Plain or Vowel style. 

Best IN X CO., Augusta, Ga. 
Lehi BL 


COIN CARDS, 





10™ 334: $16, any printing. Samplesfree, KING 
IN KAKRIER, LER, Beverly, Mass. 


9 PER 1,000. Less ior more; any printing. 
$3 THE COIN WRAPPER CO., Detroit, Mich, 


1 000 for $3. 10,000. $20. 
9 Acme Coin Mailer Co., 
acta tisnineont 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 
— -o-—__—__ 





omy 


BOOKS. 
ATENTS THAT PROTECT 7p. book mailed 
k. &a ACE :, oes and 
Trade-Mark Experts i biimaton, D 
Dbiished 186! 


alae 
PRINTERS’ SU] SUPPLIES. 
Ww PAPER body type. t 8-pt. modern Roman, 
o pS at 25c. y rb. var RE TYPE FOUN- 
DRY, Delevan, N 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. 
lation 17,500 (O©). 253 Broadway, New 7. 


—_—_ +2 
DESIGNERS AND ILLUSTRATORS. 
amen. illustrating, engrossing, illumi- 

ergraving, lit ogtaphing, art * 
ing. "THE K INSLEY STUDIO. 25 B'way, N. ¥. 

_—_—_ Hor 

HALF-TONES. 
EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5. $1.60. 
Delivered ——— cash accompanies the order. 


pend {VILLE ENGRAVING CO., Knoxville, Tenn. 








MAIL-ORDER NOVELTIES. 


RITE to-day for free Book of Specialties,” 

an illustrated catalogue of latest imported 

ome domestic novelties, watches, es: 

ery and optical goode—waole le only, 
SINGER BROS., 82 Bowery, N. Y. 





——_-+9) 
POSTAL CARDS. 


PS, and samples of post cards Write 
STANDARD, 61 Ann Street, N. Y. 





cieneeientioneasl 
ADVERTISING MEDIA, 
10° ‘CENTS per line for advertising in THE 
JUNIOR, Bethlehem, Pa, 
DVERTISERS’ GUIDE, Newmarket, N.J. A 
postal curd request will bring sample copy. 


ARDWARE DEALERS’ MAGAZINE Circu- 
lation 17,500 (©). 253 Broadway, New York. 


ELL-TO-DO homes, “22 Business Bringers.” 
THE RELIGIOUS PRESS ASs’N, Phila., Pa. 


6 “REAL ESTATE,” Amsterdam, N. Y., circula- 
tion over 2,000, for real estate dealers aud 
a owners, $1 a year. 


HE EVANGEL, 
Scranton, Pa. 
Thirteenth year; "0c. rt line. 








NY person advertising in PRINTEKS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year. 


Tt. TROY RECORD gives wants circulation 

38 homes daily (average for 1903) in Troy 
and eae Miami “ogn Ohio. Thirty word 
one week or less, meC.; CRED C1 each extra word, Ic. 


RABTREE’S CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 45,000 circulation guaran 
teed, proven; 180,000 readers. Best medium 
South for mail-order and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, no 

pay. 








¥ THE SMALL-CITY DAILY. 

The properly conducted daily in 
the small city gets in close to the hearts 
of its readers. Its influence with its 
subscribers is great, and for advertisers 
it produces results out of proportion to 
its circulation. THE ZANESVILLE SIG- 
NAL, Zanesville, Ohio, is such a paper. 
To H. Craig Dare, editor of Newspaper- 
dom, two Zanesville advertisers write: 

BAvER Bros., 
Jewelers and Opticians, 

We consider THE ZANESVILLE SIGNAL 
the best daily paper in Southeastern 
Ohio. Its circulation is very big. 

BaveEr Bros. 


THE H. WEBER, Sons & Co., 
Dry Goods. 

We get splendid results from THE 
SIGNAL. THE H. WEBER, Sons & Co. 

THE ZANESVILLE SIGNAL gives advertis- 
ers quality as well as quantity. We do 
not charge extra for the quality. 

THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio, 
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ADVERTISING NOVELTIES. 


AS wanted t 4 to sell ad novelties; 25¢ com. 
3 samples, 10c. J. C. KENYON, Owego, N. ¥ 


—! os novelties—best made—cat. free 
rders booklets, catalogues, cheap. 
BURNK T PRINTING C CO., Rochester, N. Y. 


66 MAMA,” latest novelty advertising 
card; sample and prices, 4c. 
SOLLIDAY NOV PROV ORKS 1 Knox, Ind. 


ULVEROID SIGNS; htest, chea » most 
durable and attractive indoor sign.’ Com- 
plete line of Pulveroid Novelties and Buttons 


Samples free. F. ¥, PULVER -ULVER CO., Rochester. N.Y. 


RITE for sample and pri and price now combination 
Kitchen Hook and Bill File. Keeps your ad 
befo a housewife and business man. THE 
WHITKH AD & HOAG CU., Newark, N. J. 
Branches = all large cities. 
REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They're attractive, sub- 
—, and cheap. Sample, a World’s Fair 


10c. 
Wick HATHAWAY'S C’RN, Box 10, Madison, 0. 


Color Barometers. "iy: “Smt 
maiied in 6 ew » penn y po 

1.000. includ: im Send 10c. or sam enmapie. 
FINK & SUN, 5th, a —~s Chestnut, ci sam 


| Buy for Gash 


for export, in e quantities, any 
original and worthy counter~ a 
novelt, 
toilet), or an ne sundries w hich 
are, in my ent, adapted to for- 
eign drug or all ied trades—anything, in 
fact, which the retailer will buy and 
can sell. No trash wanted. There are 








no advertising schemes or other tails to 


clean, straightfor- 
ward business. I will pay good mone 
for all the desirable neve ties I can find. 
1 am a “cinch” for any sanetacturer 
with good goods, but no capital to ex- 
loit them with, who wuuld give — 
rs to know my name and address. 
Plenty of sound references. 


WM. A. RICHARDSON, 
84 Central St., Boston. 


this kite—merel; 








MAIL ORDER. 





ap-onsen ADVERTISERS—Try house to 
house advertising; it wi!l pay you big. Our 
men will deliver your circuiars and cata. logues 
direct to the mali-order buyer. You can reach 
eople who never see & aig of any description 
From one year’s end anotber. When once 
reached the rest is easy. We have reliable agents 
well located througheat the United States and 
Canada, and are in a position to place advertisin 
matter in the hands of any desired c 0) 8 
DISTRIBUTORS’ DIRECTORY will be sent free 
ot charge to advertisers who desire to make con- 
tracts direct with the Ce We —- 
service lorrespondence #0! 
Herken ar ADVERTISING CU., 700 Vakland 
Bank Building, Chicag 


1 

IMITATION TYPEWRITTEN LETTERS. 

oe Typewritten rritten Letters of the highest 

rade. We furnish ribo matching ink, 

tron Samples f for amp. MITH PTG. CO., 812 
Broadway, Toledo, Ohio, 


———— 
MAILING MACHINES. 
'PHE DICK MATCRL ess MAILEK, hichtest and 
quickest. Price $12 ~{* Je a INTINE, 
Mfr., 178 Vermont St., Buffalo. 
———_—__- +> 


CEDAR CHESTS. 
gay Cedar Chests—Made of fragrant 
hern i~ se ey x 4 —— 
mn othe. s low i for book let. 
MONT FURNITORE C0., SStatesville, N N.C. 


SUPPLIES. 
SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 





never smuts. Get Te and = from FI NK & 
SON, Printers, 5th, near Ch 


\ D. WILSON PRINTING INK Cu., Limited, 

e of 17 Spruce 8t., New York, sell more mug- 
— cut inks than any other ink bouse in the 
trad 
Special prices to cash buyers, 


ees sample of Bernard’s Cold Water Paste 
will be sent = any publisher, paper-hanger, 
a penne il Fw ——— er or manufacturer 
who uses paste for urpose and will text its 
meriis. BER. NARD'S AGENCY, ‘Tribune Build- 
ing, Chicago. 
Poze —A non-explosive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or burt the hands. Kecom- 
mended by the best printers for cleaning and 
protection of halt-tones. For sale vy the trade 
and manufactured by the DOXO MAN’F’G CO,, 
Clinton, la. 








i oe 
PRICE CARDS. 





END for ples of our h ice cards. 
Made in various styles, na per _— up. BID- 
DLE P.C, CO., 10th and Filbert Sis., Phila. Pa. 


SPECIALIZED PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O@). 253 Broadway, New York. 
——__+9+——_——_ 
ELECTROTYPERS. 


WE make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for some of the 
largest advertisers in the country. Write us for 
rices. WEBSTER, CRAWFORD & CALDER, 45 
tose St., New York. 


——__+or—___ — 
HOUSE-TO-HOUSE DISTRIBUTING. 


A THOROUGH and judicious hvuse-to-house 

distribution of printed matter or samples 
will produce quick and satisfactory returns for 
any general advertiser whose goods are meri- 
torious and are on sale at dealers, because your 
advertisement can be made to tell the whole 
story at just the cost of composition and stock. 
Your advertisement is placed directly into the 
a to the exclusion of ail others, 

a of the heaviest users of different 
on oO fo phew mey | issue the greatest quantities 
of printed matter or samples for house-to-house 
distribution. 

For over fourteen years I have devoted my 
whole time to the general house-to-house dis- 
tribution of advertising matter, taking full con- 
trol for many leading general advertisers, and 
have given such general] satisfaction that my 
system is now recognized as the only established 
agency of known reputation. I make a thorough 
guaran house-to-house distribution of “age 
rod matter or samples in eve 

rtance in the United States, through reli- 
= le, experienced local men at each point, who 
make this work their exclusive business and 
personall a rintend the distribution of all 
matter. —— is to interest more advertis- 
ers in _ part cular branch of advertising, and 
I shall be pleased to describe my system fully 
upon apptination. 
wit MOLTO 


National Advertising Distribute 
Main Office, 442 St. Clair St., Cleveland, 0. 


i ed 
ADDRESSING MACHINES. 


ee ae MACHINES—No type used 1 
the Wallace stencil addressing machine, A 
card index system of addressing used by he 
largest publishers throughout t — country. Send 
for circulars. on 4 ney | at low rates. 
WALLACE & CO. rray St., New York. 
1310 Pontiac Blig., "358" Baw 4 8t., Chicago, Ill. 


[HE STANDARD AUTO ADDRESSER is a high 
speed addressing machine, run by motor or 
foot power. System embocies card index idea. 
Prints visibly; perforated card used; errors im- 
=" operation simple. Correspondence so- 
icited. 


B. F. JOLINE & CO., 
123 Liberty St., New York. 
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PAPER. 


B BASSETT & SUTeniy. 
45 Beekman St.. New York ity. 
Coated p: apers a specialty. Diamond Perfect 
White for bigh-grade catalogu: 


CARD INDEX SUPPLIES. 


AVE money b: buying from the manufact- 
S a. ineed cand! supplies for all makes of 


inets. 
StAmDAnD inex CARD CO.. 
tenhouse Bldg., Phila. 


me... 
ILLUSTRATIONS. 


S'S ae oe. Stamp for folder. CAR- 
VETH, Artist, 8, 1612 Wabash Ave., Chicago. 


eeuaicumees 
ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way 


i ie CUTS and advertising copy for your lina 
re cheap enough by our method. ART 
LEAGUE, New York. 


DVT. WRITING—nothing more. 
Been at it 14 years. 
JED SCARBORO, 
557a Halsey St., Brooklyn, N.Y. 


ENRY FERRIS, his (FF) mark 
Advertising Meter? and Adviser, 
Drexel Building, ’hiladelphia. 

627 Temple Court, New York. 


IF YOU NEED 


a booklet, folder, a strong ad written and set up 
—and delivered in electrotype form, if you wish— 
or anything in the way of 'ROFITABLE PRINTING 

JOMPOSITION. write our IDEA MAN. 
He has had 15 years’ Spee e, and will produce 
oe Tage ee — and str ; something that 
will pay PaiNrens” In PRESS, 45 Kose 
8t., New ork City 


°T ; "TIS NO CRIME 
to be “unusual” in one’s advertising 





A" Gene FRANK & CO., 25 Broad Street, N. Y. 
— ral Advertising? Agente. Established 

Bosto ladelphia. Advertis- 

Saat i finds placed in every part of the world. 


ORTH AMERICAN ADTSRT MING COKPO 
RATION, Woodbridge Building, yy my 
Street, corner of John, New York. A reliable, 


trolling fi accounts. Customers 
fixed service charge on the net prices actually 
paid by the Agency 
OHIO. 
LARENCE FE. RUNEY, Runey Bldg., Cincin- 
nati,O. Newspaper, M ne, Out-aoor 
Advertising. Printing, Designs, Writings. 
PENNSYLVANIA. 
MPHE H. 1. IRELAND ADVERTISING AGENCY, 
(Established 5 
925 Chestnut Street, Philadelphia. 
RHODE ISLAND. 
F. OSTBY AGENCY, Providence—Bright, 


e catchy “ad ideas,” magazine, news- 
paper adv. 





CANADA. 
| ty surprising how much can be done in Can- 
a witb a _ pap rs well chosen and used 
to best advanta; olicit correspondence. 
HE DESBAIATS ADVERTISING AGENCY 


Ltd., Montreal. aoe 
SEES? 


It’s all in the way “letters” are put to- 
gether that make them effective. I know 
how to put Advertising Letters se 
in an effective manner. “Letter Shop” 
letters are always effective. Ask for the 

“Letter Book.” 

FRANKLYN HOSBS, 
bed and Editor of Advertising Letters, at 
Letter Shop’’ in the Caxton Block, Chicago. 








matters—’tis not even 
that “‘unusualness” is limited to a on 
pertinent, entirely decorous and easing 
originality, shunning, ar te religsously saoutd 
— nay, a8 it must, to su eceed— any sugges- 
tion of Ay -y ‘horse-play” or “funny- 
ness.” Ag mpany have discovered of 
late years that entirely decorous and absolutely 
self-respecting publicity neea not dull or 
Ronee and that as a circulating medium good 
onest “red-' nc talks are vastly more Diente 
han stereot mbast or its modern equiva- 
my “Hot pee tore made lots of advertising 
things that illustrate precisely what I'm talkin; 
about, and possibly some of them might intere 
you. ‘If you think so, I shall be pleased to have 
you write me, but not on a Postal Card. 
No. 36. FRANCIS I. MAULE, 402 Sansom 8t., Phila. 


+o 
Advertising Agencies. 


Advertisements under this head, two lines or more 
20 cents F. — ag TFN in one 
week in adrance. U ay type ma, 

be used if desired. . 


CALIFORNIA. 
G OLDEN GATE pes ese © ©. 3400-3402 
J Sixteenth St., Sam Francisco, 

URTIS-NEWHALL CoO., Los reo Cal. Es- 
tablished 1895, La and best managed 
advertising agency on Pacific Coast. Write us. 
ARN Sane axe SWASEY, San Francisco— 
Larg ot of “Chicago; employ 60 
people; rman vertisers by a 
newspapers, billboards, walls. cars, distributing. 


NEW JERSEY. 
M42 order advertising a Femme | THE 
STANLEY DAY AGENC AGENCY, market, N.J. 
NEW :W YORK. ¢ 
gs ee AGENCY, 1 Madison Ave., N. Y. 
Medical journal adve vertising exclusively. 


D°Sve"sS: 5 , Advertising Agente, 44 Broad 
N. ¥. Private wires, Boston, lhila, etc. 








“YOUR ADVERTISING 


in and around 
New York City 


is incomplete unless you 
are in the habit 
of using 


THE EVENING RECORD 


Published at Hackensack, N. J. 


It covers thirty towns 
by carrier circulation that 
have no other daily news- |{| 
paper. | 


send a complete statement of 
circulation for the year 1904 
was THE EVENING RECORD, 
published at Hackensack, N. J. 


| 
“The first daily paper to 
—Printers' Ink, Jan. 11, 1905. | 
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THE BUSINESS MAN’S 
MAGAZINE 


AND 


THE BOOK-KEEPER 


DETROIT, MICH. 




























commences the New Year with 
a guaranteed circulation 
in excess of 


100,000 


NO PRINT. NO PAY 











Advertising Rates $120 per 
page; smaller spaces same 
proportion. 








The Book-Keeper Pub. Co., Ltd. 
Book-Keeper Bidg., DETROIT, MICH. 
New York Office Chicago Office 


Johnston Building 337 Marquette Building 
A. W. KNAPP, Mgr. H. P. RUGGLES, Mgr. 
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Correspondence 
Is solicited 


The manufacturer who would encour- 
age the sale of his goods in two hundred 
and eighty-one department stores will 
| find it of advantage to investigate the 
plan we have in successful operation. 
We will take up with a manufacturer 
the proposition— 
1 To get his brand advertised regularly in the ad- 


vertisements of two hundred and eighty-one depart- 
ment stores. 


2. To get two hundred and eighty-one department 
stores to back up and reinforce the influence of the 
manufacturer’s newspaper and magazine advertising. 


3. To get this service and the resulting sales before 
such manufacturer pays out a dollar. 





Representative manufacturers are now 
using the arrangement for securing im- 
mediate sales. 


ADDRESS 


Geo. P. Rowell & Co., Advertising Agents 


No. 10 Spruce St., New York 








PRINTERS’ INK, 


ROWELL’S 


MMERICAN NEWSPAPER DIRECTORY 


The Acceptance of Advertisements for 1905 
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Rowell’s American Newspaper Directory for 1905 accepts and solicits 
advertisements from first-class publications that have a story to tell which is 
worth an advertiser’s while to read. Not being issued by an advertising 
agency, no publisher would be justified in patronizing this Directory in the 
expectation of advertising favors to be returned. Rowell’s Directory is a 
directory for the advertiser, sold for cash only, and advertisements are 
accepted on the same basis only. No advertisement should appear in it that 
is not well calculated to influence business toward the paper it represents, 


The Position of Advertisements in the 1905 Issue 


All display advertisements in Rowell’s American Newspaper Directory 
for 1905 will have a place in the catalogue part of the book and within the 
pages of the respective States, thus giving each display advertisement choice 
position without increase in cost. The rates for display advertisements are 
$50 whole page, $30 half page, $20 quarter page, less 5 per cent. discount if 
check, in full settlement, comes with order and copy. A free copy of the 
Directory goes with every order. The cash price of the book is Ten Dollars, 
net. Display advertisements which are stipulated to appear on the same 
catalogue pages, opposite where the description of a paper has place, cost 
DOUBLE the above rates, provided the position is granted. First come, 
first served. 


Publishers’ Announcements 


A “Publisher’s Announcement” may have a place in the Directory in 
the column with and directly following the catalogue description of the 
paper, being set in type uniform with the letterpress, and preceded by the 
words, Publisher’s Announcement. The charge for such an announcement is 
$1.00 a line, six words averaging a line. Orders amounting to less than 
$10.00 are not accepted unless paid for in advance. An order for less than 
twenty lines does not entitle the publisher to a free copy of the book. 


Discounts for Cash 


Five per cent. may be deducted on all orders amounting to TEN 
DoLLars or more, if copy of advertisement and check in full payment 
accompany the order, 


For further information and particulars, if desired, address 


CHAS. J. ZINGG, Manager 
Printer’s Ink Publishing Company 


Proprietors and Publishers Rowell’s American Newspaper Directory 
10 SPRUCE STREET, NEW YORK 
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New Year Greetings. 


The news ink you sent is satisfactory—far ahead of the ink we 
purchased elsewhere at a higher price.—/Post, Ellicottville, N. Y. 


Your inks are “all to the good.” I have quit paying for high- 
priced inks that give inferior satisfaction. considering your goods. 
—Enterprise, Myerstown, Pa. 

Send for my price list and compare it with what 
you are paying for inks on credit. Make up your 
mind to buy for cash, even if you are compelled .to 
borrow the money, and at the end of the year you 
will have saved the price of a suit of clothes, or you 
can present your wife with a new silk dress. When 
my goods fall down your money is refunded. Address 


PRINTERS INK JONSON, 
17 Spruce St., New York. 














The Best Service 
Obtainable 


We make everything which comes under the name of adver- 
tising, and have the best possible equipment for the production 
of designs and copy of every description. 

We place the advertising of our clients through advertising 
agencies. This is routine clerical work, and we prefer to use all 
our energies and time in planning the campaign and attending to 
the all-important matter of effective copy and designs. 

This double service—that of our Company and the Agency 
placing the business—is yours at no increase of cost. 

We would like to explain to you how this new idea works 
out and how it will give you a better service than you can other- 
wise secure. Write us about it. 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City, 
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BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


If there is any advertised article 
whose publicity should embody 
cleanliness and clearness it is cer- 
tainly a face cream—or any other 
article which claims to beautify 
the feminine face or form. 

The advertisement of Cream of 
Cleome herewith reproduced and 
designated as Number 1 is posi- 
tively dirty in appearance. It cer- 


tainly does not represent purity or 
eleanliness. The woman portray- 
ed in it could hardly be dis- 
tinguished even in the half-page 
original form of this ad. Neither 
is the advertisement typical of 
winter, as winter is the white sea- 
son and not the black and muddy 
one. 

Soiled, cloudy looking advertise- 








No.2 
are always 
and particularly so in advertising 


ments objectionable, 
an article of this kind. If it is 
desirable to use half-tones, use 
them intelligently, and if there are 
grounds for suspicion that the pub- 
lications handling the advertising 
will make a good half-tone look 


INK WILL RECEIVE, 
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COMMERCIAL ART CRITICISM 





33 UNION SQUARE,N.Y. 
FREE OF CHARGE! 
MATTER SENT TO MR ETHRIDGE. 










cheap and muddy, use clean-cut 
black and white illustrations, as in 
Number 2. 

* * * 


The display of this Sapolio ad- 
vertisement is good in some ways. 
The question in the center attracts 
the eye and is sure to bring an 
affirmative response from the mind 
of the reader. It is doubtful, 
though, whether it is wise to cut 
the copy up into sections and box 
it up. Perhaps the man who 
planned this advertisement was of 
the opinion that more people would 


The FAME of 
SAPOLIO 


hes reached far and wide. Everywhere io millions of homes there Is a regard for 
it which cannot be shaken. Sapolio has done mech for your home, but 









PER: 
Ae 











THE PERFECT PUR 
Hane Saro.io 


ity # 














you fresh and sweet es sea breese; prevents sunburn and roughness. Make the 
test yourself. Its use is 0 fine habit—its com bot « wie. 








read some of the ad if it were 
divided up in this way than would 
read it if the copy were set solid, 
and each of the little enclosures 
contains a complete advertisement 
in itself. Perhaps this is true, 
but as a general rule it is bad 
policy to separate copy into sec- 
tions. 

The advertising of Hand Sapolio 
is always interesting, particularly 
on account of the amount of argu- 
ment used as compared with the 
lack of argument used in the reg- 
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ular Sapolio advertising. The rea- 
son for this is, of course, that Sap- 
olio is thoroughly known in prac- 
tically every home and needs only 
to be kept before the public, while 
Hand Sapolio is a new article 
whose uses and merits need to be 
thoroughly explained. Herein is 
to be found a lesson which the ad- 
vertiser of a new article would do 
well to remember. P 

Here is an inline for 
“Kitchen and Hand” soap which is 
about as far removed from the 
Hand Sapolio ad as is possible. 
This ad makes the bald statement 
that this particular product is the 
best soap ever introduced for doing 


m “KITCHEN AND HAND" SOAP 
et lamang — Seed 





beg tiedien Bn 








Tin, Copper, Bi Brose TSS 
ve 
OoAINT BEWARE OF IMITATIONS 


© Flas Pq Begun te the Barts, Fer Sale by i Gees 
CHAS. FP. BATES & CO., 
429 Omer 90., Besten. vecrumwrees 153 SARTRE, 0s, Oe — 





certain things. This same claim 
has been made in precisely the 
same language for nobody knows 
how many soaps. 

The display of this advertise 
ment is crude; the ad does not 
look interesting and is very un- 
likely to be read. Those who do 
read it will not be convinced by it. 
The Hand Sapolio ad tells what 
the product is made of and just 
how it works upon the skin. In 
other words, it answers the ever- 
lasting query “Why 2” 


If the only purpose of this Sing- 
er Sewing Machine advertisement 
is to impress the “66” on the mind 











of the beholder, that purpose is 
fully achieved. Why the “66” is 
considered of so much more im- 
portance than the word “Singer” is 
not clear. To the lay mind “66” 
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is of no significance and is more 
suggestive of a whiskey than a 
sewing machine. 

The display of this advertise- 
ment is good but the advertise- 
ment itself is very poor. There is 
nothing in it to arouse interest in 
the Singer Machine; and the fact 
that they are built like a watch has 
a meaning, but is far from con- 
vincing. 


ee 
THE MOST HELPFUL. 
CrarK & ZUGALLA, 
88 & 90 Gold Street, 
‘EW YORK, Jan. 7, 1905. 
Editor of PRINTERS’ INK: 

We see by your January issue that 
your subscription price of PRINTERS’ 
INK is foing to be kept at $2. We hope 
you will have a large increase in cir- 
culation. 

So far as this house is concerned we 
would not be without it at’ $5 per year. 
We have been on your subscription list 
for about thirteen years, and IT HAS 
BEEN THE MAKING OF US. 

It would pay every business man to 
read every issue of PRINTERS’ INK. 

It is the most helpful publication for 
those who want more business. 

We wish you the greatest success. 

Very truly yours, 
CLarK & 'ZUGALLA. 


—_———+oo—_—_—_——_ 

A RATE SCHEDULE. 

CinctnnatTI, O., Jan. 9, 1905. 
Editor of PRINTERS’ INK: 
_ Will you kindly inform me, if there is 
in existence an ‘Advertisers’ Rate 
Schedule,” showing the cost of different 
numbers of lines at different rates, com- 
missions etc., suitable for use in esti- 
mating advertising space. 

I thhave not been able to learn of 
such a book, and think there could 
hardly be one in existence without your 
knowledge. 

Any information you can give me will 
be gratefully received by 

Yours very truly, 
ae 
Care of Procter & Collier Co., 
(Advertising Agents) 
Butler Building, 
Cincinnati, O. 


A GRE: AT HELP TO. HIM. 
Cuas, KaurMan & Bros., 
Makers of Men’s Fine Clothing. 
202-204 Market St., 

Cuicaco, Jan, 4, 1905. 
Editor of PRINTERS’ INK: 

Let me say that I consider the Little 
Schoolmaster one of the greatest helps in 
conducting the Advertising Department 
of the above firm. 

The writer is an embryo ad-man, and 
looks to the arrival of your magazine 
each week with much anticipation. 

Yours very truly, 
Geo. L. Louis, Adv. Mgr. 


Hurr. 


——_+9>——_———— 

Samptes of color barometers for ad- 
vertising purposes are shown in a fold- 
er from the Taylor Brothers Company, 
makers of novelties, Rochester, N. Y. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Youmans & Demmond, real 
estate brokers and renting agents 
at Savannah, Ga., send this ad for 
criticism: 

FOR SALE—REAL ESTATE. 


We have just had placed in our hands 
for sale, the Gibbs property, corner 
Thirty- -seventh and Drayton streets. The 
interior of this home is the most mag- 
nificent of any we have ever seen in 
Savannah; convenience, elegance, luxury 
and art are biended into a most har- 
monious effect. The reasons for selling 
will contribute toward some one secur- 
ing a great bargain. See us for other 
particulars, 


YOUMANS & DEMMOND, 
Savannah, Ga. 





It is, perhaps, a bit better than 
the average announcement of its 
kind, but there is certainly room 
for improvement. For instance: 


THE GIBBS PROPERTY IS FOR 
SALE. 


Probably you have noticed it—that 
pleasant, Leaxe: like place at the corner 
of Thirty-seventh and Drayton streets. 
The interior of this home is the most 
magnificent of any we have ever seen 
in Savannah; eegance, luxury and art 
are blended into a most harmonious 
effect, and the twelve, large, well-lighted 
rooms are most conveniently arranged. 
There are reasons for selling which 


bring the price down to a much lower | 


figure than we, as realty agents of long 
experience, believe the property to be 
worth, and make this an exceptional op- 
portunity for somebody who wants a 
home to be proud of. See us for furthet 
interesting details. 


YOUMANS & DEMMOND, 
Savannah, Ga. 





The headline of the original ad 
might represent almost anything 
in the real estate line, from a 
building lot on the town side of a 
nearby farm to a big, brisk busi- 
ness block on the main street. The 
headline in the ad that I have 
written designates the property by 
the name by which, no doubt, it is 
commonly known, and thereby in- 
stantly calls that particular prop- 
erty to mind among readers who 





know of it. And then it would 
seem that much more might be 
said, to advantage, about the out- 
side of a home when the interior 
can be described in such glowing 
terms. Isn’t there a nice lawn, 
for instance; possibly shade and 
fruit trees and maybe a good 
stable? And, assuming that you 
are advertising to possible custom- 
ers who may not know anything 
about the property, wouldn’t it be 
desirable to say how many rooms 
there are, how they are heated, and 
perhaps a word or two about the 
finish of the woodwork and hard- 
ware? If the rooms are well 
lighted and well ventilated, these 
would be additional reasons why 
the property is desirable. Not all 
these points need be covered in a 
single ad (though that might save 
time in the selling). but they may 
be taken up two or three at a time, 
new ones each day, to promote 
their easy assimilation by those 
who might not read a long ad. 
It isn’t easy to criticize, intelligent- 
ly, in such a case, because, without 
some further information about the 
property advertised, it is impos- 
sible to determine how much more 
might be said for it than is said in 
the original ad; but the successful 
real estate dealer should have the 
faculty of choosing the points 
about a property that are most 
likely to impress the kind of a 
customer he is looking for, and 
then, by enthusing a little, present 
those points in a very convincing 
and persuasive way without in the 
least transgressing the truth. “The 
Ready Made Man” would be glad 
to hear from real estate agents 
generally as to the correctness of 
these views, with clippings of 
their own ads for possible criti- 
cism or reproduction in this de- 
partment, and would also like an 
expression of opinion from Messrs. 
Youmans & Demmond. 
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This is the Kind o of a Special Sale That 
Merchant and Customers Alike Can 
Enthuse Over—the Kind That Sets 
Tongues to Wagging and Widens the 
Circle of a Store's riends. From the 
Memphis, Tenn., Commercial Appeal. 


As An Extra 
Special For To- 
day Only 


We will 





offer five hun- 
dred B H. Lamps, same 
as cut, known the world 
over as the best on the mar- 
ket. These are the latest 
improved patterns and retail 
everywhere for $2. In at- 
tendance we have a man 
who will demonstrate the 
advantages of this lamp and 
thor- 


exvlain every detail 
oughly. Come early and 
avoid the rush, 
Srecial for to-day only, 
at 98c 
BRY’S, 
Memphis, Tenn, 











When You Have Any. “Unheard of 
Prices,’ Put Them Right Into Your 
Ad; Otherwise They Are Likely to 
Remain “Unheard Of,” and You Are 
Likely to Keep the Goods. From the 
Auburn, N. Y., Daily Advertiser. 





Bargains in 
Enamel Ware 


We have specially low 
prices for the next few days 
on good enamel ware. 

It will pay you to call and 
see us. 

Preserving Kettles at un- 
heard of prices. 

EVERTS 
HARDWARE CO., 
29 East Genesee St., 

Auburn, N. Y,. 











Here’s a Hint For Restaurateurs Every- 


where From the Danbury, Conn., 


News. 





Free Delivery of 
Fried Oysters and 
Clams To-Morrow 


Boxed and sent warm any- 
where in town for 25c. a 
portion, Two slices of toast 
and a relish in each box. 

Get your orders in as 
early as possible, that there 
may be no disappointments, 


for everybody lunches at 

about the same hour. 
JOHN BLAKE, 

Next Door to the News 


ce, 
Danbury, Conn. 
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Good One for an Optician. 





Three Forms of 
Eye Trouble | 


are commonly met with— 
any of which may have ex- 
isted from birth. Nature 
does not always make per- 
fect eyes. We have near- 
sightedness, far-sightedness 
and astigmatism, which is a 
form of irregular sight. All 
of these defects require at- 
tention. If a child has any 
of these ocular defects and 
is expected to do close work 
of any kind he must have 
his eyes carefully examined 
and wear such glasses as will 
correct the refraction of his 
eves. As well expect a child 
born with one leg shorter 
than the other to walk with- 
out limping as to ask one 
born with imperfect vision 
to do accurate eye work 
without suffering the conse- 
quences. Cali any day. 
GEORGE McL. PRESSON, 
Optician, 

17 Broadway, 


15 & 
Me, 


Farmington, 











“Mother’s Bread Is Ready,” or “Don’t 
Bother to Bake,’ or Any One of a 


Hundred Other Phrases Would ave 
Made Better Headlines for This 
Otherwise Excellent Aa from the 


Ballston Spa, N. Y., Daily Journal], 


Running The 
Gauntlet 


Home-made bread may be 
all right, but it is necessary 
to run the gauntlet of a 
weary ge board and a 
hot oven before you get it. 
“Mother’s bread 





is waiting 


for you.” 
Lighter bread, whiter 
bread, —— said. 
OMA’S 


“Where Cleanliness _is King” 
Ballston Spa, N. Y. 











Good, 
Thermometers 
A safeguard towards 


maintaining an equable tem- 
perature in the house; a 
source of satisfaction, when 
the frost is on the window- 
pane, and you’re curious to 
know how cold it is out- 
side. All sorts here—on 
wood, 35c. to $2; fancy gilt, 
8s5c. to $3.50; glass, for the 
window, 50c. to $1.75. 


JOHN WANAMAKER, 
New York. 
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It isn’t to be expected that any 
person now living will see the day 
when all advertisers will discrimi- 
nate between, merely “attracting 
attention” and good advertising. 
But it would seem that, sometime 
within the next fifty or seventy- 
five years, that brand of “assinin- 
ity” which leads otherwise sane and 
sensible advertisers to deliberately 
drive business away for the sake of 
purely sensational “advertising,” 
will have died out. In business, 
as in social relations, that fun 
which is created at the expense of 
other veople’s feelings. isn’t real 
fun; and in business, “smart 
Aleck” jokes have a habit of catch- 
ing the perpetrator on the re-bound. 
All this is inspired by a report from 
Freehold, N. J., of one of those 
“new and novel’ advertising 
schemes which are generally 
originated by someone who ought 
to know better, and often does, 
merely to separate the country mer- 
chant from the money that should 
be spent in newspapers or some 
other form of sensible advertising. 
The perpetrator, who is dressed 
like a “rube,” with Uncle Sam 
hirsute adornments and carrying a 
lash whip, interrupts the business 
of business men to announce vari- 
ous family afflictions that he has 
sustained, and winds up by the 
statement that his wagon has just 
broken down and he would like 
permission to store a few things in 
his listener’s place of business 
until he can get it repaired. He 
pretends to be deaf, and, paying no 
attention to the shouts of the man 
he is talking-to, explains that the 
things he wishes to store for a day 
or two are only a few sheep, pigs 
and other sorts of live stock, and 
he will have his boy bring them 
right in. Then, when he has 
worked his listener into a rage, he 
springs the climax by grinning and 
handing his victim a card which 
bears on one side an ad of some- 
body’s cough drops and on the re- 





verse, this mollifying and comfort- 
ing message: 


DON’T GET MAD, 


but come and see us. We will make 
it right with you. 

We have a reputation for carrying 
High Class Clothing, and we mean to 
sustain it. 


IT’S UP TO YOU 

To See That We Do. 

H. McCULLOUGH, 
68 Smith Street, 

Perth Amboy, N. J. 
Presented by Cy. Hawkins. 





It is hardly believable that any 
reader of PRINTERS’ INK is so 
benighted as to bite on such an 
“advertising” scheme as this; and 
it is certain that the Little School- 
master’s teachings are sadly needed 
in Freehold, N. J. 


Here is a Real Estate Agent’s Ad That 
is Dignified Without Being Dead— 
Businesslike and Confidence Insp:ring, 
It Would be Strange if a Series .of 
Such Ads Failed to Bring the Good 
Results which Mr. Paschall, Business 
Manager of the Wilmington, Del., 
Evening Journal, Says They Are 
Bringing Through His Paper. 


| What We Are 
Doing 

_ We are giving more atten- 
tion to the Sales Department 
of our Real Estate business 
than ever before. 

We are revising our list, 
and we want it to contain 
only such properties as are 
actually for sale, at honest 
legitimate prices—prices as 
fair to the buyer as to the 
seller. 

We seek only such prop- 
erties—others we do _ not 
care for. 

We are putting a great 

deal of work into this very 
important department. We 
know it wil bring results, 
_ We are constantly think- 
ing of where we can fit a 
purchaser to a property and 
a property to a purchaser. 

We have scores of buyers 
waiting for the right prop- 
erties, 

List your properties with 
us now—houses, stores, lots, 
farms—we will do the rest. 

No charge until we make 
a sale and then only the 
regular commission, 


R. C. LUPTON & CO., 
Real Estate Specialists. 
925 Market Street, 
Wilmington, Del. 
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For the Custom Tailor’s Dull-Season| Probably Not Ten “West Shore’ Agents 
Sale. A Good, Lively Ad. From a Hundred Ever Think Far 


Dearne 


idk AEE LIne Bove 








The Get-Busy 
Sale Is On 


All our fabrics are headed 
one way—toward our door. 
All our prices lean one way 
—toward you. 

Monaay, Tuesday’ and 
Wednesday our swellest $50 
fabrics made to your meas- 
ure for $40. lacks ex- 
cluded. All week long (if 
the stock holds out) $14 
trousers sell for $12. With 
underprices on _ overcoats 
from Thursday on. 

We’re cutting prices to 
keep our cutters cutting 
merrily—to add recruits to 
the army of MacCarthy- 
kvans customers. 

MacCARTHY-EVANS 
TAILORING CO., 





Watching Your 
Watch 


to see how far wrong it is 
might be a confidence losing 
sort of nastime, but if your 
watch has ever kept accurate 
time I am pretty sure I can 
make it keep accurate time 
again. 

Of course the needed re- 
pairs will largely opees up- 
on how much you have ne- 
glected your watch, but the 
cost shall not be too high. 


C. HOWARD DALEY, 
259 Main St., 
Danbury, Conn. 





sal 





From the Philadelphia Bulletin. 





$5.00 Blankets 
At $3.75 


Not a full line of border 
colors; otherwise decidedly 
the best value we have offer- 
ed this season in Blankets 
of these particular grades: 

White Woolen Blankets, 
with colored border and silk 
binding; All-wool Blankets, 
grav or scarlet, handsomely 
bordered; all are of full 
generous size. Values up to 
$5—now $3.75 a pair. Could 
we have any better news for 
to-morrow, Mrs. House- 
keeper? 

STRAW mre & CLO- 
THIER, 


Philadelphia, Pa, 














or Tell it Half as Well, 





Right-Handed 
Kitchens 


There are nearly as many 
right-handed _ kitchens as 
there are left-handed, and 
yet nearly all ranges are 
“left-handed’’—that is, they 
are modeled so that when 
you stand facing the oven 
the grate hearth is at the 
left. 

The ‘“West-Shore” range 
is made either right or left- 
handed, and you can choose 
a ‘“‘West-Shore” in any of 
its sizes that will best adapt 
itself to your right or left- 
handed kitchen arrangement. 

That’s a  ‘‘West-Shore”’ 
aavantage worth your con- 





ear Enough To Tell of This Advantage— 








820 Olive, St. « Louis. sideration, but there are 
You will find the P. O. just other ‘‘West-Shore” advan- 
opposite. tages. 
ee ee DANBURY HARDWARE 
Good One for a Watch Repairer. From COMPANY, 
the Danbury, Conn., News. Danbury, Conn. 
When You Can Make Good Use of 


Current Events Without Dragging 
Them In by the Hair, So To Speak, 
It’s a Good Thing to Do. This Case 


ts from the Washington, D. C., 





’ 

Japan’s Great 

Fighting Strength 
Is due in no small meas- 
ure to the healthy stomachs 
of her hardy little warriors. 
If you would wage life’s 
battles successfully keep 
your stomach and health in 
good condition by eating 
Prof. Hart’s Brown Bread, 
made of entire wheat flour 
—delicious, nourishing, easi- 
ly digested. Price, 6c. loaf, 
delivered. Write or ’phone. 

KRAFFT’S BAKERY, 
Cor. 18th St. & Pa, Ave., 
Washington, D, C. 











Baldwin's Just 
Cut a Cheese 


And if you are a cheese 
lover you want to get in on 
a slice of it. 

It’ll just suit you if you 
like a rich, creamy, mild, 
Vermont cheese. 


W. D. BALDWIN, 
Danbury, Conn. 





Star, 


The Next Time Baldwin Cuts a Cheese, 
It Wouldn’t Do Any Harm To S 
How Much It Is Per Pound. 


Say 
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Splendid Gains! 


Remarkable Growth of the 
Philadelphia 


EVENING ITEM 


AND 


SUNDAY ITEM 


Largest Circulation in Philadelphia 





58 Years of Prosperity 


Sworn Circulation: 


1904 Sunday Average, - 222,892 
1903 Sunday Average, - 208,691 


Sunday Average Gain, 14,201 


1904 Daily Average, - - 216,106 
1903 Daily Average, - - (88,878 


Daily Average Gain, 21,228. 


All Foreign Advertising must be addressed to 
HARRINGTON FITZGERALD, Manager 


“THE ITEM leads; others follow” 














